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gh Proofs 


The New York Central is adver- 
tising the first of its new fleet of 
“Dreamliners,” and is hoping that 
Robert R. Young will be more 
than a little pleased. 

as « 8 


Gladys the beautiful receptionist 
says she sees Sidney Strotz says 
viewing television programs is 
hard on the eyes, and she wonders 
if he wouldn’t prefer the regular 
kind of movies. 

s 8 @ 


A Swiss sewing machine is being 
demonstrated to interested house- 
wives on Madison Ave., and Singer 
fans say there’s no point in bring- 
ing coals to Newcastle. 

= 8 ss 


The Swiss watch industry may 
have tipped off the sewing ma- 
chine trade that there’s an appre- 
ciative market for good precision 
instruments in the U. S. A., and 
it isn’t part of the Marshall Plan. 

s 8 @ 


“Squirt Bottlers Explain Why 
Soft Drink Prices Rise,” the story 
says, and maybe that’s why con- 
sumers are glad to note that some 
hard drink prices are falling. 


Mark Twain once remarked that 
everybody talks about the weather, 
but nobody does anything about 
it, and that’s the way consumers 
feel about most political discus- 
sions of prices. 

as 8 @ 

In asking the big meat packers 
to break themselves into smaller 
pieces, the Department of Justice 
may point to Standard Oil and 
say, “This is going to hurt us more 
than it will you.” 


Lyn Brown, who has left the 
cloistered academic halls to re- 
sume the hurly-burly of adver- 
tising, is sure to be asked his 
opinion of training in the Univer- 
sity of Hard Knocks. 

es = @ 


You never know where your 
next prospect is coming from. Even 
the Minneapolis Milk Drivers’ 
Union has found that it has a 
good reason for advertising. 


“There’s a ticket that gives you 
wings,” says an ad of N. W. Ayer 


& Son, which is definitely not call- 
ing your attention to the king 
size. : 
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“Any paper hanger,” remarks 
‘he St. Louis Star-Times, “‘knows 
hat it takes two hands to do the 
7.” 

Even 
iives. 


if he doesn’t have the 


“U. S. admen are data slaves,” 
.cecording to a writer in the Ad- 
ertiser’s Weekly, of. London, but 
he researchers modestly say it 
‘in’t necessarily so. 

zs = @ 


If Boston succeeds in giving it- 
elf a monopoly of the 1948 World’s 
series, you can find media execu- 
ives in New York who will heave 


| big sigh of relief. 


Copy Cus 


Coloring Bag 
for Margarine 
Gets Durkee Aid 


Glidden Unit Latest 
to Promote Package; 
10 in Field Now 


Cuicaco—The ranks of margar- 
ine makers promoting the coloring 
bag are being swelled this fall by 
newcomers who plan to bombard 
the consumer with facts and fig- 
ures about the handy package for 
their product. 

Best Foods’ Nucoa, the indus- 
try’s leader, won’t have any part 
of that promotion. But 10 other 
brands, led by Cudahy’s Delrich, 
have been licensed to use the 
combination plastic bag and yel- 
low color capsule. Seven of them 
aleeady are on the market, in 
various stages, with the package. 
All 10 may be expected to point 
up features of the coloring bag, 
at least until Congress actually 
repeals restrictive taxes and li- 
cense fees, and individual states 
drop prohibitive laws against yel- 
low margerine. 

Latest to join the ranks is 
Durkee Famous Foods, Cleveland, 
Glidden Co. division, which is 
using a series of newspaper ad- 
vertisements on a market-to-mar- 
ket basis introducing the new 
Durkee’s Color Ease margarine. 
“Now ... Really good margarine 
in the coloring bag!” headlines the 
introductory copy, and _illustra- 
tions show the housewife how the 
bag “banishes mixing-bow]l both- 
” 


es The newspaper series, ranging 
from 4,000 to 10,000 lines in dif- 
ferent markets, will be followed 
by promotion in other media as 
distribution is extended. The 
Color Ease package and the ad- 
vertising are being explained to 
distributors in a series of pre- 
campaign meetings in individual 
markets. C. Wendel Muench & Co., 
Chicago, handles the account. 
Besides Durkee and Delrich, 
these companies have been li- 
censed to use the coloring bag in- 
vented by Leo Peters while still 
a member of a Chicago invest- 
ment firm: Standard Brands 
(Blue Bonnet); Kraft Foods (Par- 
(Continued on Page 29) 
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missing? Ad-libber 
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30-pay SMOKING TEST 


proves CAMEL MILDNESS! 
. a “5 "Ct 


b/ fee 


TEST—-R. J. Reynolds Tobacco Co. used 

this newspaper copy for a 30-day money- 

back test offer for Camels. (Story on 
Page 4.) 


Pollers Condemn 


Use of Polling 


As Foot-in-Door 


Public Opinion Takers 
Laud Marketers’ Code; 
5 Standards Sought 


EAGLES MERE, Pa.—The Ameri- 
can Association on Public Opinion 
Research last week commended the 
code of practices proposed last 
May by representatives of six New 
York market research organiza- 
tions as an “initial step in the 
development of standards for pub- 
lic opinion research.” 

The association decided to await 
further developments of survey 
techniques before adopting a code. 

The Third International Confer- 
ence on Public Opinion Research 
held here Sept. 12-15 was the first 
annual meetings of AAPOR and 
the World Congress on Public 
Opinion Research. 

(Continued on Page 69) 


New Paper 


September 20, 1948 
Volume 19 » Number 38 
15 Cents a Copy * $3 a Year 


CHICAGO * Published Weekly at 
100 E. Ohio St. * DE. 7-1337 

NEW YORK 

330 W. Forty-Second St. * LO. 42737 


Cost Study 


Perplexes Magazines 


3-City Mailing Test 
Called Successful at 
NAMP Annual Meeting 


Sprinc LAKE, N.J.—New tech- 
niques in circulation held top bill- 
ing at the circulation clinic of the 
National Association of Magazine 
Publishers meeting here last week, 
with interest on the new mailing 
plan now under test in Baltimore, 
St. Louis and Springfield, O. 

The plan’s basis is that a pub- 
lisher ships in bulk the required 
number of magazines to cover the 
subscription list in a particular 
city, eliminating the use of indi- 
vidual wrappers and address. Mail 
carriers have subscription cards 
covering the subscribers on their 
routes, and deliver copies accord- 
ing to subscription cards as they 
turn up in the first class mail sheaf. 
Thus they need not fan through 
copies looking for any particular 
one. 

Also, this procedure eliminates 
the time-consuming factor of sort- 
ing in main city stations and local 
post offices. Participating maga- 
zines are also trying packaging 
methods which eliminate mail bags. 
The test got under way with the 
July 3 Saturday Evening Post in 
Baltimore, later by Time and Life 
in St. Louis, and by Collier’s in 
Springfield. 


es Among some of the advantages 
of the new method are the better 
condition of copies as they reach 
the subscriber, the gain of about 
six hours in post office time, and 
the fact that—since the Post Office 
department estimates that 75% of 
address changes are local—a sin- 
gle change of address notice to the 
post office can re-route a number 
of magazines. 

It was reported to the clinic that 
the operation so far has revealed 

(Continued on Page 41) 


Last Minute News Flashes 
Seabrook Farms Sets 28-Market Ad Drive 


BrIDGETON, N. J.—Deerfield Packing Corp., controlled by C. F. 
Seabrook, whose Seabrook Farm here is the largest truck farm in the 
world, is introducing a Seabrook Farms line of frozen fruits and 
vegetables in an intensive campaign in newspapers and selective radio 
in 28 markets from Boston to Richmond, Va., through Peter Hilton, 
Inc., New York. The campaign, on an annual budget of $250,000, is 
said to be the most intensive in newspapers ever run to introduce a 


frozen foods line. Three-a-week 


newspaper insertions of varying 


sizes will run for at least 26 weeks. 


FMA Denied Use of Lower Band for Networks 


WASHINGTON—The FCC has denied the petition of the FM Associa- 
tion and Dr. Edwin Armstrong, FM inventor, to leave the prewar 
lower FM band for use as relay stations. The band is needed for fixed 
and mobile services engaged in safety and other public welfare work, 
the FCC has ruled. The FM group wants the use of the band in order 
to avoid wire costs for FM networks. 


Gerber Launches Push for Babies’ Meats 


FREMONT, Micu.—Gerber Products Co. will launch a campaign for 
the meats for babies, which Gerber’s is marketing with Armour & 
Co., in 90 national publications starting in October. The media list has 
not been disclosed, although both Life and Look are among the mag- 
azines, and a sizable list of Sunday newspaper sections is included. 
Special meat “plugs” will be included in Gerber’s other ads. Federal 
Advertising Agency, New York, handles the account. 


(Additional News Flashes on Page 69) 


Paper Costs Rise 300% 
Since ‘35-39; Other 
Costs Up Only 200% 


Sprinc Lake, N. J.—Paper costs 


have risen nearly 300% over - 


1935-39 averages, while all other 
costs rose about 200%, and pub- 
lishers’ net frofits have fallen 
during 1947 and 1948. This was 
the highlight of the report of the 
paper committee to the National 
Association of Magazine Publish- 
ers, assembled here for its fall 
convention. 

The report, delivered by A. L. 
Cole, general business manager 
of Reader’s Digest and chairman 
of the committee, also revealed: 

(1) That based on the reports 
of 25 publishers who publish 89 
magazines, average paper cost per 
ton has risen from the 1935-39 
average of $91 per ton to $160 in 
1948, and that where paper cost 
in the base period was $34,305,000, 
compared to $111,532,000 “all 
other costs,” by 1948 paper cost 
was $133,537,000 compared to 
$330,129,000 “all other costs.” 


@ (2) That since 1945, paper costs 
have gone up nearly 150%, while 
other costs have risen only 60%— 
and profits have fallen from their 
1946 peak of $34,748,000 to an 
estimated $28,435,000 in 1948— 
and NAMP’s committee warned 
that figure might be optimistic, 
that fall indications were for a 
slightly lower rate than the fall 
of 1947, on which projections 
were based; 

(3) Paper costs and profits 
maintained roughly the same rate 
of rise through 1946, but in 1947 
profits began to decline, and 
paper costs—in terms of billions 
of square inches of paper printed 
—rose 75% over the 1935-39 
base period; profits in 1948 will 
be approximately 10% over the 
1935-39 base; 

(4) Of the 25 publishers sur- 
veyed by NAMP, figuring the 
first six months of 1947 against 
the first half of this year, five 
publishers were up in profit for 
1948, five were even, and 15 were 
down; 

(5) The five publishers who 
are up in 1948 were down in 1946, 
where the 15 now down were up 
—but the 15 “down” publishers 
have slipped from nearly 14% 
profit in 1946 to 8% in 1947 and to 
4% in 1948. 


es The committee also took a 
searching look at the revenue pic- 
ture, noting that Publishers’ In- 
formation Bureau shows advertis- 
ing linage off more than 40% 
from its 1946 peak. It also noted 
that, based on a comparison of the 
first half of 1948 vs the same peri- 
od of 1947, general magazines had 
recorded only a 4% gain in gen- 
eral revenue—while radio was 
gaining 8%, newspapers 14%, 
outdoor 24% and television an 
inestimable amount. 
Mr. Cole emphasized to AA 
that the report was prepared for 
(Continued on Page 68) 
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CFAC Offers Ad Course 


The Chicago Federated Adver- 
tising Club will start its 12th an- 
nual advertising course and clinics 
on Sept. 22 at Curtis Hall, Fine 
Arts building, Chicago. The series 
of 20 meetings, conducted by a 
panel of advertising experts, is 
open to the public. 


Hansel to Stewart & Neff 


Roscoe H. Hansel, formerly field 
manager for a chain of Ohio news- 
papers, has been named sales man- 
ager of Stewart & Neff, Inc., Col- 
umbus, O. 


Depinet Joins RKO 


Ned E. Depinet, formerly a vice- 
president, has been elected presi- 
dent of Radio-Keith-Orpheum 


Corp., New York. 


— 80.000 


‘oetiiaes teachers 


and use — avs 
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ARTS© ACTIVITIES 


Court Upholds 
Armour’s Use 
of Color Label 


Red-White Trademark 
Claims of Carnation, 
Campbell Held Invalid 


PHILADELPHIA—Armour & Co. is 
entitled to use a red-and-white 
label on its canned meat products 
and in so doing is not guilty of 
trademark infringement or unfair 
competition, it has been held by 
Federal Judge J. Cullen Ganey 
here. 

In an opinion filed Sept. 8 in 
U. S. District Court for the east- 
ern district of Pennsylvania, 
Judge Ganey ruled that trade- 
mark claims of Campbell Soup Co. 
and Carnation Co. for the exclu- 


sive use of a red-and-white label 
were invalid. 

Judge Ganey held that red-and- 
white banding used by Campbell 
and Carnation is “mere tasty dress 
which cannot be monopolized.” 
The ruling will be appealed. 

“Mere color by the use of red- 
and-white banding cannot be ap- 
propriated as a valid trademark 
without at the same time identify- 
ing it with some symbol or inte- 
gers, and neither plaintiffs have 
used mere red-and-white bands 
without identifying integers, 
such as the name ‘Campbell's’ or 
the name ‘Carnation,’ upon which 
integers the purchasing public un- 
doubtedly relies to identify the 
goods of the plaintiffs,” he said. 


w Judge Ganey held that Ar- 
mour’s red-and-white banded la- 
bel was clearly different from 
Campbell’s and Carnation’s be- 
cause the Armour star trademark 
is a dominant feature of the label. 
He also held that Armour used a 
specially blended red that differed 
more from the Campbell and Car- 


iminine Few, 


FOOTWEAR AND ACCESSORIES 


in the HOMETOWN MARKET 


Apparel sales exceeding five hundred million dollars annu- 
ally are made by Hometown stores of the eleven Western 
States, outside the six largest cities. These purchases are 
influenced principally by the advertising in Hometown 
Daily Newspapers. Maximum coverage and readership 
make Hometown Daily Newspapers a decided first choice 
by sales conscious advertisers. 


90 per cent of the total circulation of all daily 
newspapers in the Western States is confined to 
the trading zones in which they are published. 
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nation reds than the latter reds 
differed from each other. 

In addition, Judge Ganey said 
that it is questionable whether 
Campbell and Carnation could 
claim red-and-white banding as a 
trademark, as both had bcen using 
it for many years and it is a 
“well-established principle” that 
a trademark cannot be used by 
more than one company. 

Outlining the background of the 
labeling practices of Campbell 
and Carnation, Judge Ganey said 
that after 35 years of virtually 
identical red-and-white banding 
on their products, the two com- 
panies had entered into a written 
agreement in 1934 providing that 
Carnation should use this type of 
label on dairy and cereal products 
and Campbell on soups and other 
food products. 


we “One of the effects of the 
agreements was that the plaintiffs 
agreed not to dispute the rights of 
the other, whereas previous to the 
agreement they were entitled to 
oppose one another’s applications 
for trademark registration,” he 
said. 

“The agreement of Jan. 6, 1934, 
between the plaintiffs is contrary 
to public policy and would be de- 
structive of any trademark right 
in the premises if either of them 
had possessed such a right at the 
time the agreement was made. 

“The acts of Carnation in pack- 
aging [National Cooperatives’] 
Co-Op milk in red and white la- 
bels as well as permitting in use 
{their own] Broadview and Da- 
mascus labels without anything to 
indicate any proprietorship by 
Carnation in those labels, is in- 
consistent with plaintiffs’ claim 
of right here, and is indicative of 
the fact that they have considered 
red-and-white banding mere tasty 
dress.” 


ws Judge Ganey said that red-and- 
white banded labels have been 
used in the food industry by other 
companies for various periods up 
to 40 years. 

Reviewing the reasons he had 
found for Armour’s use of the red 
and white banding, Judge Ganey 
said: 

“Prior to the adoption [in 1945] 
of the labels herein complained of, 
the Armour labels were not well 
related one to another and were in 
part illegible. The accused labels 
were designed with a view to sim- 
plification and improvement, with 
particular reference to the need 
for legibility in self-service stores 
where the housewife selects her 
own purchases, and with a view to 
having one common badge which 
would identify all the Armour 
products so that the goodness and 
quality of one would help in seil- 
ing the others... 


ws “The accused labels were de- 
signed, adopted and used in good 
faith with the intent of building 
up Armour’s own good will and 
without any intent to trade upon 
or profit by the good will enjoyed 
by either plaintiff,” he said. “The 
Armour labels are distinctive at 
all distances at least up to 30 feet 
and are readily distinguished 
from the labels of either plaintiff, 
either in mass displays or inte1- 
mingled, and whether right side 
up or upside down... 

“Beyond 30 feet and what was 
designated as the primary area, 
there was some testimony that a 
purchaser seeing the colors red 
and white in mass display would 
go to that portion of the store un- 
der the impression that the prod- 
uct was either the product of 
Campbell or Carnation. 

“However, here again it seems 
to me that a purchaser would just 
as easily, if not more easily, at a 
distance of greater than 30 feet, be 
misled by a mass display of Car- 
nation milk into thinking it was a 


ee 
ie 


MANATVON - 


' 
ot mena a nee ove } 


LEADS SERIES—This copy, scheduled for 

The Saturday Evening Post, begins o 

series of bakery goods advertisements 

sponsored by Marathon Corp., packaging 

manufacturer, Menasha, Wis. LeVally, 
Inc., Chicago, is the agency. 


Campbell product or vice versa, 
not knowing of the agreement of 
1934, than he would be misled by 
a mass display of Armour prod- 
ucts into thinking they were either 
Campbell or Carnation products 
by reason of the slight difference 
in color, as well as the change of 
their position. . . 

“The difference in the shading 
in the Armour’s red over that of 
either Campbell or Carnation, the 
presence of the Armour star on 
the label, plus the fact that the 
word Armour is spelled out in 
blocked lettering as differentiated 
from the Campbell and Carnation 
lettering, which is almost alike 
and in script, present sufficient 
differences to the buyer of ordi- 
nary intelligence as not to confuse 
him and hence the defendant is 
not palming off his goods as those 
of another.” 

The court denied the plaintiffs’ 
request for an injunction. 


‘Rube’ Norris Moves 
to Cleveland Oftice 


J. R. “Rube” Norris, who has 
been assistant advertising manager 
of American Home, New York, has 
been named to head the maga- 
zine’s Cleveland office, which will 
be opened Sept. 27 in the Bulkely 
building. 

Before joining American Home, 
Mr. Norris was advertising man- 
ager of American Magazine, New 
York. 


Mendte Appointed 


J. Robert Mendte, Inc., Phila- 
delphia, has been appointed to 
handle the advertising for Atlantic 
Syrup Refining Co., Philadelphia 
A campaign is being readied for 
Quaker Maid syrup, using news- 
papers, radio, direct mail, outdoor 
and food trade publications. 


—————— 
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...and Art, Books, Business, Canada, 


Tome, 
man- 
New - , ; 
Cinema, Education, Foreign News, 


International, Latin America, Letters, 
Medicine, Milestones, Miscellany, Music, 
news- National Affairs, People, Press, Radio, 


Religion, Science, Sport, Theater... 
as reported by the editors of TIME. 


Kd Every week 1,500,000 women as well as 1,800,000 men read... 


TI M The Weekly 


NEWSMAGAZINE 
...A GREAT MARKET OF AMERICA’S BEST CUSTOMERS 
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Reprints Research Manual 


“The Interviewer’s Guide,” a 
training manual for research in- 
terviewers, will be reprinted 
Nov. 1 and offered at the publish- 
ing-cost-plus-handling price of 
$1.10 per copy (regular $2 per 
copy) in lots of ten to 50, and 
95¢ per copy for orders of over 
50 copies. The manual is publish- 
ed by the Institute of Market Re- 
search, 339 Redwood Dr., Webster 
Groves 19, Mo. 


STOCK CUTS 


Complimentary 144-page 
Han k of top illustra- 
tions to Printing and Adver- 
tising Executives. Write on 
business letterhead. 


STIVERS STUDIO 


113 New Montgomery Street 
Sen Francisco 5, California 


MO 


Reynolds Uncorks 

30-Day Test Offer 

in Camel Campaign 
(Picture on Page 1) 

New YorK—Last week, R. J. 
Reynolds Tobacco Co. livened up 
its T-Zone campaign with a 30- 
day, money-back test offer. 

“Smoke Camels for 30 consec- 
utive days. Smoke only Camels. If 
at any time during those 30 days,” 
the copy promised,“you are not 
convinced that Camels are the 
mildest cigaret you have ever 
smoked, return the package with 
the unused Camels and we will 
refund your full purchase price, 
plus postage.” 

The offer is good for 90 days. 

Reynolds rolled a lot of ingre- 


dients into the copy. In addition 
to the 30-day test, it is reported 
that a recent sample of “hundreds 
of men and women” had smoked 
Camels exclusively for 30 days, 
and that each week their throats 
were examined by “noted spec- 
ialists,” for a total of 2,470 exam- 
inations. The specialists found 
“not one single case of throat 
irritation due to smoking Camels.” 

Accordingly, Reynolds says 
flatly: “No throat irritation due 
to smoking Camels!” 

Also, a box calls attention to 
the fact that “when three leading 
independent research organiza- 
tions asked 113,597 doctors what 
brand of cigaret they smoked, the 
brand named most was Camel!” 

Details on the extent of the 
newspaper campaign were not 
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GOP Announces 


divulged. The agency, William 
Esty & Co., said the theme might 
later be used in magazines and on 
the radio. 


Gets Candy Account 


Wiggins Country Store, North- 
ampton, Mass., has appointed H. 
B. Humphrey Co., Boston and 
New York, to handle the advertis- 
ing of its candy and gifts. Maga- 
zines and a selected newspaper 
list will be used to promote the 
candies on a mail order bases. 


Appoints Sherman & Shore 


Hanni & Girard, San Francisco 
auto service firm, has appointed 
Sherman & Shore, San Francisco, 
to handle its advertising. The com- 
pany is sponsoring “The Unex- 
pected,” new mystery show, over 
the Don Lee Mutual network. 


@) : 
How to draw a Conclusion! 
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The art of picking a better market and a better medium 


Total employment in the United States 
has increased 43% since 1939. 


waukee county, the increase is 60%! 


Income in the 


creased 188% since 1939. In Milwaukee 


county, the increase is 216%! 


In Milwaukee county in June, 1948, there 
were 152,700 factory production work- 
ers. This compares with 151,200 in June, 


1947, and a monthly average during 1947 


of 150,358! 


Factory payrolls in Milwaukee county 
amount to $9,178,000 weekly. This is 
32 times the 1939 level! 


In this far better-than-average market, 
The Milwaukee Journal alone reaches 
9 out of 10 families every day. Journal 
home delivered circulation in the city 
zone (Milwaukee county) is five times 


as large as any other newspaper. 


made easy for advertisers. 


United States has in- 


Agency Lineup 
for Fall Drive 


New Yorx—The Republican Na- 
tional Committee last week anr- 
nounced the lineup of agencics 
which, along with Batten, Barto, 
Durstine & Osborn, will direct i:s 
advertising campaign for the No- 
vember elections. 

Agricultural Advertising & Re- 
search Corp., Ithaca, N. Y., has 
been assigned to coordinate the 
GOP’s special promotion to get out 
the farmer vote. Farm papers are 
being used. 

Benjamin Eshleman Co., Phila- 
delphia, is supervising outdoor 
and transportation advertising in 
the East; Lockwood-Shackelford 
Agency, Los Angeles, has a similar 
assignment for 11 western states. 
Twenty-four sheet posters and 
car cards are being supplied by 
the National Committee to state 
and local committees, which may 
place them through the above 
agencies or through their own 
local agencies. The car cards and 
posters have been designed to per- 
mit inclusion of local and state 
candidates’ names along. with 
those of Thomas E. Dewey and 
Earl Warren in line with the par- 
ty’s theme to elect its candidates 
as a team. 


® Donahue & Coe has been named 
to handle a special assignment, 
the nature of which the commit- 
tee is very mum about. 

BBD&O, with Ben Duffy, pres- 
ident, acting as account executive, 
is directing the committee’s gen- 
eral campaign, including all radio, 
television and creative work, such 
as the preparation of newspaper 
ads for local sponsorship, displays 
and other promotional material. 
Theme of the campaign is 
“teamwork government,” with 
emphasis on the “efficient admin- 
istrative records of the two candi- 
dates.” “Join a great team,” “Let’s 
put in the first team,” “Dewey 
gets things done” and “Two great 
administrators” are the slogans 
which the voters will hear and see 
plenty of as November nears. 


ANA —- Four A’s Economic 
Drive Ready to Roll 


The long-awaited joint economic 
education campaign of the Asso- 
ciation of National Advertisers 
and the American Association of 
Advertising Agencies will be out- 
lined at a Washington press con- 
ference scheduled for the week ot! 
Sept. 28. 

The Advertising Council, which 
is handling the national end of 
the drive, will line up industry 
support for 11 ads of the 12-ad 
series at its meeting Sept. 21. First 
ad of the series carries the head- 
line: “Sure, America’s going ahead 
—if we all pull together,” and 
features a coupon offering a book- 
let entitled: “(Miracle of America.’ 


Smith Joins Jam Handy 

Conrad Smith, formerly with J 
Walter Thompson Co., has joinec 
the creative writing staff of th« 
Jam Handy Organization, De- 
troit. 


THE MILWAUKEE JOURNAL remember 
Owning and operating stations WTMJ, WTMJ-FM, WTMJ-TV in Milwaukee Business / % 
and WSAU, WSAU-FM in Wausau, Wis. As sectates ey 
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WHN IS NOW... 


WMGM 


xanga “CALL LETTERS OF THE STARS” «xx « «+ %«* 
NEW MILLION DOLLAR STUDIOS at 711 FIFTH AVENUE 


fe. Oe 


LEO IS PROUD of Metro-Goldwyn-Mayer’s own station in New York 
... of its magnificent new studios—the most beautiful in America... of 
its sensational new programming plans that will bring WMGM audi- 
ences Hollywood's most glamorous stars! For the best in music, sports 
and news...for great entertainment, the call letters are now WMGM! 


HHH HH HH HH HH HHH HEHE HE FH 


WMGM-FM 100.3 megacycles 
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‘Videodex’ TV 
Ratings Started 
in Chicago Area 


Cnuicaco—A new television sur- 
vey service has been started here, 
combining coincidental telephone 
and questionnaire techniques to 
provide both program ratings and 
audience recall. 

The service, reported as a 
“Videodex,” is provided by the 
Jay & Graham Research Organi- 
zation for advertisers, agencies, 


Wanted: Food Product 


I want to help seme 
firm with a good prod- 
uct become a national 
best seller. This field is 
wide open! 


Box 7156, Advertising Age 
330 W. 42nd St., New York 18 


stations and networks. The sur- 
vey is based on a panel of 450 
television set homes in the Chi- 
cago area, and Jay & Graham 
will shortly extend the service 
to several other midwestern video 
cities where similar panels are 
already being organized by a 
field staff. 

Allan Jay and Edward Graham, 
who direct the survey, in the past 
year have conducted various mar- 
keting studies in non-radio fields, 
working chiefly with panels of 
consumers. Their venture into the 
television program rating field, 
they told AA last week, was an 
outgrowth of previous work 
with agencies and advertisers 
which felt the lack of any video 
testing in the Midwest and urged 
Jay and Graham to do the work. 

The only comparable service 
here has been the recent North- 
western University study, di- 
rected by Dr. George Terry, con- 
cerning the effect of television on 
family habits (AA, Aug. 30). 


._| That survey may be repeated at 


intervals but is not expected to 


provide commercial research ser- 
vice for television users. 


@ The 450-family Jay & Graham 
panel comprises 21% of sets in 
homes of low-income families, 
52% in middle-class homes and 
27% in upper-class homes. Un- 
like other radio and television 
ratings, the Videodex will also 
include a stratification based on 
length of time homes have had 
sets—probably an important fac- 
tor in the fast-growing video en- 
tertainment field, where program 
tastes are expected to change as 
fast as programming. 

The initial survey covered a 
sample week and shows of Sta- 
tions WGN-TV and WBKB (two 
more stations, WENR-TV and 
WNBQ, will be covered in later 
surveys). Concurrent programs 
were checked, by questionnaire 
recall among panel members and 
a coincidental telephone check 
among a random group of set 
owners outside the panel. For 
one program, for example, it was 
found that 78.5% of sets were in 


In Philadelphia— nearly everybody reads The Bulletin 


Evening and Sunday 


Why AMERICAN has not raised 
its DC-6 fares 


Ge Sepremter te DC 6 wad Commer 


teres were raed 10 per crm by the nem on 
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AMERICAN AIRLINES 


Your best deller buy ls when you My 


UNITED AIR LINES 


CAUSE AND EFFECT?—The American Airlines ad at left, explaining why American 

did not raise its DC-6 fares 10%, as did other airlines, appeared in newspapers 

Sept. 6. The United Air Lines ad announcing a cut of “approximately 9%” on DC-6 

fares (bringing them back to where they were before the Sept. 1 raise), appeared in 
newspapers Sept. 13. 


use; 89.5% were tuned to one 
station, and 81.4% of respondents 
were able to identify the sponsor. 


mw The service will be offered to 
clients on a one-time survey basis 
for recall and broader opinion 
study; on a_ continuing basis 
“either of an opinion nature or as 
an actual diary report of viewing 
habits” and preferences, or with 
coincidental telephone checking 
beyond the panel as an alternative 
to diary reports and for spot 
checking. The service can be ob- 
tained for Chicago only or for 
several midwestern cities. In ad- 
dition, a test panel will soon be 
set up on the Pacific Coast. 

The Chicago panel has an aver- 
age ownership of set per home of 
6.4 months. Panel members most 
prefer recent movies as television 
fare, followed by sports, plays and 
amateur talent shows, in that 
order. The initial survey showed 
that 57% of panel viewers left 
their sets during commercials, but 
88% were able to remember com- 
mercials longer than radio com- 
mercials of the same advertisers. 

The Videodex ratings may later 
be reported to the public. 


Appoints Paul Curtis 

Paul R. Curtis Jr., forinerly as- 
sistant sales manager of the Silex 
Co., Hartford, has been appointed 
general sales manager of Plume 
& Atwood Mfg. Co., Waterbury, 
Conn. 


Market Research Moves 


Market Research & Advertising 
has a new office at 580 Fifth Ave., 
New York. Market Research also 
has a new Newark address—21 
Central Ave. 


90% Saw Chrysler 
Spread, Study Shows 


DetTrRoItT—In a survey conducted 
by the Institute of Reading Re- 
search, Madison, Wis., it was 
found that 540 or 90% of 600 indi- 
viduals tested had seen the Chrys- 
ler spread in The Saturday Even- 
ing Post featuring John Clymer’s 
illustration of a family of ducks, 
according to the Chrysler division 
of Chrysler Corp. 

The test was broken down by 
sex, marital status, type of reader, 
age and income bracket. There 
was relatively little fluctuation in 
the attention registered by the 
various groups. 

Average time spent on the ad- 
vertisement was 11.2 seconds, 
which Chrysler officials say was 
plenty for the reader to get the 
“takes care of its customers” mes- 
sage presented in the copy. 


NBC Television Names Two 


Ted Mills, formerly program 
manager of Station WGN-TV, Chi- 
cago, has been named program 
manager of the NBC central di- 
vision television operations and 
Station WNBQ, the NBC video sta- 
tion in Chicago. Richard Von Al- 
brecht, formerly head stage de- 
signer at the Goodman Theater in 
Chicago, has been appointed pro- 
duction manager, effective Oct. 1. 


Mutual's Billings Rise 


Gross time billings of Mutual 
Broadcasting System, New York, 
for July and August increased 
6.7% over the same period last 
year. The figure for 1948 is $3,143- 
350. Total billings for the first 
eight months of this year are up 
2.1% over 1947. 


Executive's Portfolio 
Special Sale! Only *8°° 


Order 1 or 1000 at this reduced price! 


@ Top-Grain Cowhide 

@ Rich Black-Grain Finish 
@ Talon Slide Fastener 

@ 3 Spacious Pockets 


We're clearing an over-purchase, 
and we've pared the price to 
move them out. They're smart 
looking, roomy, and well-built 
— overall closed size 16%” x 
12%" x 244”. Stitched with tough 
thread — several separations in- 
side. Big enough to hold a pile 
of samples, literature, etc. We 
only have 1000 of them — we'll 
fill orders till they're gone. So 
order now—and save money! 
Dept. K-100, Airtemp Division, 
Chrysler Corp., Dayton 1, Ohio. 
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i aes The Sun-Times is moving the goods in Chicago to more than 600,000 fam- 
—_ ilies daily. Break those outdated space buying habits. Do you realize the 
Sun-Times now occupies the No. 2 spot in Chicago? You can’t afford to be 
without it—at one of the lowest milline rates in America. It’s your greatest 
advertising dollar’s worth in Chicago. 


... ask 

to see 

the proof 
This book is loaded . 


with case histories 

. . » performances 
that no other Chi- 
cago paper can ~ 
show. 
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THE PICTURE NEWSPAPER 
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HERE'S THE PICTURE! |... da i eae 189,151 


672,848 daily 
602,903 city and 4 SUN-TIMES 
“retail trading zone ea : , 
200,000 HER.-AM. ee re yg RETAIL TR. ZONE 

home delivered : — , : 


(Based on ABC Publisher’s statement Bes . ag es 
for period ending Mar, 3}, 1948) DAILY NEWS Ge a : CITY 
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GM Appoints Three V.P.s; 
Revises PR Department 


Harlow H. Curtice, formerly 
general manager of Buick Motor 
division of General Motors Corp., 
Flint, Mich., has been named ex- 
ecutive vice-president of GM. Ivan 
L. Wiles, division comptroller for 
Buick, will succeed Mr. Curtice at 
Buick and has been elected a GM 
vice-president. William F. Hufsta- 
der, Buick general sales manager, 
has been elected vice-president 
and will be in charge of the dis- 


MARK "ANDY Announces —_ 


SCOTCH 
TAPE 


SENT 

FREE 
POINT-OF-SALES big new idea — Scotch Tape 
printed with your advertising sign... perforoted 
between each message. BABY BILLBOARDS ready to 
teor off. Stick anywhere. No dispenser needed. Write 
Mark ‘Andy, inc. of St. Lovis 22, Missouri. 


tribution staff, succeeding W. G. 
Lewellen, who has resigned to go 
into business for himself. All three 
will assume their duties Nov. 1. 

In addition, the public relations 
department has been revised “with 
Stephen M. DuBrul, who headed 
the social and economic relations 
section, heading a newly-created 
business research staff, effective 
Nov. 1. 


Quincy Ryan Directs 
R&R Public Relations 

Quincy G. Ryan, vice-president, 
has been appointed public rela- 
tions director of Ruthrauff & Ryan, 
New York, succeeding George A. 
Huhn, vice-president, who carried 
on this work for several years in 
addition to his duties as an account 
executive. 

R&R has just opened a tenth 
United States office, at 7 W. Ham- 
ilton St., Baltimore. 


‘Herald’ Becomes Daily 


The Herald, Roanoke Rapids, 
N. C., a weekly newspaper estab- 
lished in 1914, became a daily on 
Sept. 13, publishing weekday after- 
noon and Sunday morning edi- 
tions. 


. 


Delenss Board 
Circulates New 


Ad Cost Clause 


Permits Allocation 
of Institutional Budget 
to U. S. Civil Orders 


New YorK—A new proposed 
draft of renegotiation regulations 
now being circulated to industry 
indicates that normal advertising 
and sales expense will be con- 
sidered a necessary cost of doing 
business before determination of 
profit in renegotiation. It is being 
shown to industry by Arthur S. 
Barrows, member of the Munitions 
Board and Under Secretary of Air 
Forces. 

The renegotiation phase is im- 
portant because under two laws 
passed at Congress’ last session, 


all types of contracts may be sub- 
jected to renegotiation, if they 
amount to more than $1,000. 
Under the proposal, (1) defense 
contractors may allocate institu- 
tional advertising expenses be- 
tween military (renegotiable) 
business and civilian business; 
(2) subcontractors may allocate 
product advertising expenses—on 
the theory that this advertising is 
necessary to secure business from 
prime contractors—but the latter 
may not, since it is held that ad- 
vertising is not essential to interest 
the government as a customer; 
(3) the regulation does not rec- 
ognize as a legitimate charge 
against defense contracts any ad- 
vertising of products or services 
which differ materially from those 
sold by the company in the normal 
operation of its business. 


a The proposed regulation warns: 
“Institutional advertising is not al- 
locable to prime contracts nor to 
subcontracts for a special product 
or service differing materially 
from the product or services ren- 


“with no political ends to serve 


and with an entire absence of 


ill- feeling.” 


JAMES E. SCRIPPS 
Founder, The Detroit News 


A 75-Year Publishing Enterprise 


On August 23, 1873, James Edmund Scripps founded The Detroit News, 
first popular and low-priced daily newspaper in Michigan, and its first evening 


paper. Today there are 57 daily newspapers in Michigan of which 54 are evening 


publications. Mr. Scripps attributed The News’ instantaneous success 


to the fact that the paper was edited “with no political ends to serve and, 


with an entire absence of ill-feeling.” 


Adherence to this principle of independence, under the continuous direction of 


the founding family, has earned for The Detroit News its reputation as one 


of the really great newspapers in the nation. The News today has the 


largest weekday circulation in Michigan, and for over a quarter of a century 


has been among the first six newspapers in total advertising lineage in America. 


432,089—largest weekday circulation ever 


reached by any Michigan newspaper 


554,187—highest Sunday circulation in Detroit 


News history. 


A.B.C. figures for 6 months period ending March 31. 1948 


Advertising Age, September 20, 1:4 


dered in the normal operations o; 
the contractor.” 

The proposal also notes that the 
Defense Department intends to 
guided by the Internal Reven i 
Bureau’s policy on “reasonab)e- 
ness of cost,” and will take irty 
consideration “the relationship of 
advertising to sales in present aid 
past periods.” 

Sales expenses may be simila:ly 
allocated—including technical and 
consulting services and main‘e- 
nance of branch offices—provicded 
the product involved is one ordi- 
narily sold by the contractor and 
channeled through the usual dis- 
tribution system used by the com- 
pany. 

The initial response to the pro- 
posed regulation — following the 
protest of advertiser and media 
groups over the armed services’ 
“Statement of Contract Cost Prin- 
ciples”—was one of qualified en- 
thusiasm. 


® Robert A. Whitney, president of 
the National Federation of Sales 
Executives, noted in part, “We are 
gratified that the proposal rec- 
ognizes selling expenses of prod- 
ucts sold through normal distribu- 
tion channels as a necessary cost 
of doing business with the mili- 
tary establishment. Application of 
the ‘rule of reason’ to allowance 
of advertising expenditures . 
seems to be a fair method... . The 
regulations also contain §safe- 
guards against any possibility that 
unnecessary or exorbitant adver- 
tising expenditures will be charged 
to the government.” He said the 
NFSE’s government relations com- 
mittee is considering the proposal. 

Blaine G. Wiley, executive sec- 
retary of the National Industrial 
Advertisers Association, said the 
provisions “demonstrate that de- 
fense authorities recognize the 
vital role played by advertising 
in our economy and the impor- 
tance of maintaining trademarks 
in the public consciousness. While 
the regulation does not recognize 
as admissible costs of advertising 
products especially designed for 
defense purposes and not general- 
ly sold to others, it does permit 
reasonable expenses for other 
types of advertising. This means 
that even if advertising in other 
than trade and technical journals 
should be disallowed in negoti- 
ating cost-plus-fixed-fee contracts, 
nevertheless such other advertis- 
ing paid for out of a contractor's 
fixed fee will not be considered 
an inadmissable cost when the 
government renegotiates to re- 
capture excessive profits.” 

NIAA’s executive committee is 
studying the regulation and will 
suggest any amendments which 
seem desirable. 


Stewart-Warner to Exhibit 
Facsimile Sets at Show 

Stewart-Warner Corp., licensed 
to manufacture facsimile recorders 
under the Hogan patents, will ex- 
hibit two of its sets at the Fre- 
quency Modulation Association in 
Chicago next week. 

Multiplex demonstrations, pre- 
senting fax and sound on the same 
FM wave length simultaneously 
also are planned over WEAW 
Evanston, Ill. 


Issues ‘Market Data Book’ 


Industrial Marketing, Chicag>, 
has issued its 1949 “Industri.l 
Market Data Book Number,” cor - 
taining detailed data on 87 dii- 
ferent industrial and trade grou; s 
and more than 200 ads with speci: | 
media data. The 528-page book ‘s 
included in the $3 subscription t> 
IM. 


KGO, ‘Examiner’ Sign Pact 


ABC’s Station KGO, San Fran 
cisco, and the San Francisco Ex 
aminer have signed a long tern 
pact calling for mutual use of th: 
newspaper’s facilities and KGO- 
AM, KGO-FM and KGO-TV 
which is now under construction 
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women acted! 


HOT AFTER HOW-TO-DO-IT — In 1947 CoMPANION 
mail-bags disgorged $10,000 worth of orders for 
famed COMPANION-Butterick patterns. These orders 
priced at just a few cents each, roll in week after week 
— month after month. COMPANION readers know 
where to look for how-to-do! 


WOMAN’S HOME COMPANION 


THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 


FIRST IN SERVICE! — Lloyd Hall Reports show the 
COMPANION consistently carries a higher percentage 
of service linage relative to total editorial linage 
than any other book in the women’s service group. 
About 60% of CoMPANION editorial features are 
“service” features. 


Monthly Circulation More Than 3,800,000 


WHEN WOMEN READ the startling facts in COMPANION article, “Too Many Children 
Die,” they took quick action. Calls for thousands of reprints came in. Through all 
kinds of local publicity, civic groups passed the warning along to mothers that 
drugs, scissors and scalding water can be death-traps for young children. 
Increasingly the COMPANION demonstrates a unique ability to rouse readers 
and get action. And this dynamic influence carries right over into all departments 
of the book, as the progress report below clearly proves. 


FIRST IN FERTILE MARKETS! — COMPANION circulation 
goes into areas which lead in retail sales. In fact, 1947 
Consumer Market Data Book shows the COMPANION 
has a greater percentage in such areas than any other 
women’s service magazine. COMPANION women have 
more money to spend! 
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Can, Meat, Pea 
Groups to Start 
Cooperative Drive 


New YorK—A campaign of ad- 
vertising, publicity and merchan- 
dising for canned peas and corned 
beef hash will be conducted co- 
operatively in October and No- 
vember by the Can Manufacturers 
Institute, American Meat Institute 
and Canned Pea Association. 

The Can Manufacturers Insti- 
tute will lead off the drive with 
a four-color page in the Oct. 17 
issue of The American Weekly 
and November issues of Better 
Homes & Gardens, Ladies’ Home 


When youk Remember 


needa |WM. F. RUPERT 


Compiler of national birth 
RECENT lists EXCLUSIVELY for the 


BIRTH past fifty years. 
LIST 90 Fifth Ave., New York 11 
CH 2-3757 


Journal, The Saturday Evening 
Post and Woman’s Day. 

In addition, the AMI will push 
canned peas and corned beef hash 
on its Fred Waring show, heard 
twice weekly on NBC, and the 
CPA will supply retailers with a 
17x22” color poster and will con- 
duct a publicity campaign. Gro- 
cers will be urged to display can- 
ned peas and hash during the pro- 
motion Oct. 18 to Nov. 13. 

Benton & Bowles here is the 
agency for CMI. 


Study Buying Habits 
in the Jewelry Stores 


The Jewelry Industry Council 
and the retail division of the 
Bureau of Advertising, ANPA, 
have launched a joint study of the 
buying habits of customers in more 
than 3,500 retail jewelry stores 
throughout the country, covering 
stores in all volume groups. The 
study will attempt to establish the 
general buying pattern of the pub- 
lic in jewelry stores over the 
months of the year, for the whole 
store, and by individual depart- 


ments. 

Results of the study will be pub- 
lished in the form of monthly bul- 
letins, which will indicate the 
types of products and the gift-buy- 
ing events that should be promoted 
each month. 


Dodge Dealers Spent 73 
Million tor Improvements 


Since the war, Dodge dealers 
have spent $73,249,405 for new or 
enlarged buildings to provide im- 
proved service, it was announced 
by E. C. Quinn, general sales man- 
ager of the Dodge division of 
Chrysler Corp., Detroit. Mr. Quinn 
said the expenditure represents 
$18,300 per dealer, but does not 
include, other millions spent on 
tools and equipment. 

The Chicago region led the 20 
national Dodge regions with $3,- 
945,000 in new buildings and $4,- 
152,500 in enlarged buildings for 
a total of $8,097,500. 


Olsen Heads PR Committee 


Roger S. Olsen has been ap- 
pointed chairman of the public re- 
lations committee of the Ohio Fire 
Underwriters Association. 


ing Mase 


WASHINGTON—Department store 
sales in the U. S. were up 16% in 
the week ended Sept. 4, compared 
with the first week of September 
last year, according to the Federal 
Reserve Board. 

Much of the increase resulted 


‘DEPARTMENT STORE 


SALES INDEX 


1935-39 EQUALS 100 


Week to Sept. 4, ’48* .p307 
Week to Aug. 28, ’48* 254 
Week to Aug. 21, ’48*.271 
Week to Sept. 6, °47* .265 
Week to Aug. 30, °47* .275 
Week to Aug. 23, °47*.243 


pPre’iminary. 
*Not adjusted seasonally. 


Lowest rate in 
multi-million magazine history 


—guaranteed through 1949! 


"Tie FTC takes a 


but we've got one! 


dim view of ulcer cures— 


A 


your best ee is 


Coronet 


For admen’s ulcers, that is. The sharp, shoot- 
ing pangs induced by trying to set up 1949 
schedules on a 1948 budget—or less. 

And aggravated by new rate boosts that come 
faster than you can say “Ouch!” 


But what if we show you how to cut your 
advertising budget—without dropping a sin- 
gle reader? (You might even add some.) 
It’s no medicine show remedy. It’s backed by 
solid facts, It’s Coronet! 


Rate? Unbelievable! 


The same Coronet that built an audience of 
2,500,000 in ten years by its editorial policy 
and pocket size alone. And then opened its 
pages to advertising at the lowest rate in 
multi-million magazine history! Only $1.75 
per thousand (black and white) for 2,000,000 
guaranteed circulation—with 500,000 bonus 
circulation absolutely free! 


But here’s the big jumbo lollypop: Coronet 
now guarantees this lowest rate unchanged 
through 1949! 


Did you murmur, “What’s it buy?” 


A rich, rich market! 


That 2,500,000 circulation we mentioned. 
Young, earning, spending families. Home 
owners, college graduates, executives, white- 
collar people. (Detailed analysis on request. ) 


The Big Boys love us! 


Coronet has already been chosen by adver- 
tisers like— 


Admiral Radios 
Alka-Seltzer 
Argus Camera 
Bulova Watch 
Classics Club 


The Book of Knowledge 
Book-of-the-Month Club 
Hammond Solovox 
Kingsmen Toiletries 
Linguaphone Institute 


Doubleday & Co. The Milwaukee Road 
Exercycle Corp. _‘ Paris Belts and Garters 
Flo-Ball Pen Prestone Anti-Freeze 
Formfit Revere Camera 

Gruen Watch Sheaffer Pen 

Ipana Spring-Air Mattresses and 
Kelvinator Box Springs 
Kleenex Springs Mills 

Literary Guild Union Pacific Railroad 
Motorola Universal Gas Ranges 
Nash Zenith Radio 

Nescafé Zenith Hearing Aid 


Consider Coronet for your Fall and Winter 
schedule: Write, wire or phone for all the 
facts today. Coronet Magazine, 366 Madison 
Ave., New York 17, N.Y., Murray Hill 2-5400. 


a A ge ee | 

4 Proof of Coronet’s Ad Readership? | 

| Note these recent comparative readership | 

| costs for the same advertisement: | 

| Cost per 1000 | 

| Position Publication Who Saw 

| 

3rd cover Coronet $2.00 

1 ondcover  Weekly“A” $352 =| 
| 

2nd cover Weekly “B” $3.45 


+Starch ratings 


| esasemu apenas aeenqnetanenanen 


he 


Federal Reserve Figures on Department Store Sales 


from the fact that the corres- 
ponding 1947 week included the 
Labor Day holiday, which came 
later this month. — 

Although individual West Coa: 
and some southern cities were 
not reported by the board, no U. S 
cities appeared to have had smai- 
ler sales for the week. Gains in- 
cluded 48 and 46% increases in 
Houston and Atlanta, respectively, 
and 28% area gains in the Cleve- 
land (fourth) and Atlanta (sixth) 


districts. 
Yr.-to-Yr.% Gain 


Week Ending 
Federal Reserve Aug. Aug. Sept. 
district and city 21 28 4 
UNITED STATES .... 12 --8 16 
Boston District ....... o —29 4 
New Haven ......... 6 —4l 12 
EEN do becncéescece —4 —265 5 
OS err 6 —27 25 
Providemee ....0..-+ 6 —39 14 
New York District.... 5 —16 8 
eee 8 —14 , 
PE wsccentegbane 22 —16 19 
DEE we cctduare 1 r—16 4 
Rochester .........-. 15 —21 26 
PT sscreeseaes 4 —22 19 
Philadelphia District .. r6 r2 14 
Philadelphia ........ r7 r4 12 
Cleveland District ..... 21 —10 28 
[_ aaa 15 —9 20 
eee 24 —6 29 
SE, sconcserts 21 —I17 29 
ED océviaceed a 27 --38 28 
Es dehs cseveson 27 —16 18 
ll”. 19 - 9 $1 
Richmond District ..... 7 r—14 19 
, 7 —I156 19 
DE <sccceeces 8 —12 21 
Atlanta District ....... 20 9 28 
Birmingham ........ 14 9 29 
Se 9 r8 ° 
DE Sdenveendves 12 r13 46 
New Orleans ....... 38 3 ° 
DERE cacdccccece 21 6 ° 
Chicago District ...... 25 —13 11 
SE dads vcceseus 24 —15 11 
Indianapolis ........ 22 -—16 14 
ee 21 —10 8 
Milwaukee .......... 39 —18 1 
St. Louis District ..... 18 6 19 
ON FPS 23 6 16 
DE Sceccccces 17 2 20 
ih 6 6 osewnnce’s 18 5 16 
EE ts ad can bee de 15 2 29 
Minneapolis District 
Minneapolis 
St. Paul (Not available) 
Duluth-Superior 
Kansas City District... 7 2 24 
DED aceceeewresce 4 3 21 
.. eee 19 18 31 
Kansas City ........ 6 —5 22 
ON 6 —16 26 
Oklahoma City ...... » —3 25 
, Re ee 29 16 35 
Dallas District ........ 13 4 19 
Re See 10 0 2 
Fort Worth ......... 11 2 23 
DE. excccecsses 26 26 48 
San Antonio ........ 6 —T 24 
San Francisco District. 2 ~2 15 
Los Angeles Area ... —5 —8 ° 
OO errr 2 —4 s 
San Francisco ...... 4 2 5 
OO er 16 ‘ ° 
Salt Lake City...... ° 8 ° 
DT was vdeove anée 3 8 = 
> 
No. a.a_lable 
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sry in 


with First 3’s 
SUNDAY PUNCH 


Give your advertising MORE POWER in the Rich 
Industrial North and East. FIRST 3 MARKETS GROUP 
delivers 50% average coverage of all families in 
1658 cities and towns which account for one-half of 
the total U. S. retail sales. 


New York Sunday News 
Chicago Sunday Tribune 
Philadelphia Sunday Inquirer 


Rotogravure e Colorgravure 
Picture Sections « Magazine Sections 


New York 17, N. Y., News Building, 220 East 42nd Street, VAnderbilt 6-4894 - Chicago 11, Ill., Tribune Tower, SUPerior 0044 
San Francisco 4, Cal., 155 Montgomery Street, GArfield 1-7946 Los Angeles 13, Cal., 448 So. Hill Street, MIChigan 0578 
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An Improved Service for Readers 


After more than 16 years of 
continuous service from the same 
printing plant ADVERTISING AGE 
this week came off the presses of 
a new (to us) shop. 

The change was made reluc- 
tantly, because breaking a 16-year 
association which becomes as 
close as that between publisher 
and printer, is not to be taken 
lightly. But there are, we believe, 
real compensations to come, both 
for us and for the readers. For 
what probably is the first time, a 
publication of the size and char- 
acter of ADVERTISING AGE will now 
be produced in a shop, and on 
equipment, which was especially 
designed and engineered to meet 
our requirements for fine-quality 
flat bed printing at exceptional 
speed. 

The principal difference which 
the reader will notice in this first 
“new” issue is in the headlines 
which are used. Body type 
throughout the paper continues to 
be 7\%4pt Linotype Excelsior on 8 
and 9pt body, the same highly 
readable type which we adopted 
more than ten years ago, and 
which we still consider an almost 
perfect text type for this kind of 
publication. Heads are set entire- 
ly in various sizes and weights of 
the Memphis family, much of 
which we have used heretofore. 
Our two-column main head, 
which we use rather sparingly, 
is in 30pt Memphis bold italic, 
with a bank of 12pt Futura demi. 
Our principal single-column head 
is 24pt Memphis bold condensed, 
with a similar bank. Other single 
column and feature heads are in 
14pt Memphis bold, Roman and 
italic, 12pt Memphis bold italic, 
and 10pt Memphis bold italic. 


And our nameplate on Page 1 has 
been redesigned, eliminating the 
“ears” and changing the lettering 
from Kabel bold to a simulation 
of Memphis bold. Other modest 
changes in typographic style will 
be made from week to week, but 
nothing drastic is planned, be- 
cause we believe we already 
have a highly legible style, and 
we have no intentions of getting 
“fancy” at the expense of legibil- 
ity. 

The most important difference 
that the new printing arrange- 
ment will make is that it will 
enable us to return, after a lapse 
of about five years, to Friday 
afternoon closing. When AA was 
launched, its forms closed on 
Friday and completed issues were 
mailed on Saturday, thus enab- 
ling us to present a complete 
picture of the previous week’s 
news to readers on Monday. As 
the print order grew from the 
original 7,500 to well over 20,000, 
the limitations of press, bind- 
ing and mailing equipment made 
it necessary to move the final 
closing date up to Thursday. Now, 
with faster presses, completely 
mechanized binding and mailing 
operations, and a carefully en- 
gineered production job embrac- 
ing many shortcuts over more 
conventional printing methods, 
the final deadline for AA edi- 
torial material is again reverting 
to Friday. 

This later closing date, plus 
other improvements, should en- 
able us to accelerate our speedy 
handling of the news, and to pro- 
vide readers with an even better 
publication than we have pro- 
duced heretofore. We hope you 
like it. 


The ‘Forbes’ Advertising Study 


Last week we reported the re- 
sults of a stunt developed by 
Forbes, in which a reporter, using 
plain stationery and posing as an 
uninformed citizen, addressed a 
letter to the presidents of 15 ad- 
vertising agencies and 17 large 
corporations, asking them to tell 
him what advertising did for them. 
The object was to determine how 
many cared enough for the opin- 
ions of an ordinary consumer to 
send a thoughtful reply. 

After 8 weeks, 11 of the 17 cor- 
porations had replied, and six of 
the advertising agencies—all 
large ones. The Forbes reporter 
expressed disappointment at the 
response from agencies. Not only 


did nine not reply at all, “but 
four of the six letters received 
were less than a page in length.” 

On the whole, it strikes us that 
the experiment, and the inference 
that agencies are not too careful 
of their public relations activities, 
is not quite fair. Certainly the 
companies, which are large users 
of advertising, ought to answer 
such a letter. Whether agencies, 
not dealing directly with con- 
sumers, and in some cases small 
and remote from the source of the 
inquiry, should be expected to 
drop everything to answer an ap- 
parently aimless inquiry in com- 
plete detail, is a question which 
is not too easy to answer. 


£ 1948 Sun and Times Co. 


—Lichty, Chicago Sun and Times 


“If she wasn’t so darned plump | might believe this lecture on how to cook for a 


family of four on $17.50 a week... 


” 


So Lifelike 

When Wakeman had laid out 
“The Hucksters” for critical re- 
view, some mentioned his “crisp, 
accurate dialog,” attributing it to 
his years of penance as a copy- 
writer. 

No doubt there are many copy- 
writers who can write crisp, ac- 
curate dialog. But lately it seems 
that few do. 

Take this dialog between an 
executive and the head of the 
stenographic pool: 

Exec.: Yes, you’re right. Good 
paper does make a lot of differ- 
ence! 

HSP: I think we should stand- 
ardize on this improved Hammer- 
mill Bond, Mr. Martin. My 
typists do so much better work 
on it! 

Now come two men in a car, 
clipping along in a Borg-Warner 
ad: 

Scene 1: 

1. Say, this is like gliding! 

2. You bet! Overdrive makes a 
whale of a difference! 

Scene 2: 

1. Is it true that overdrive cuts 
down engine revolutions? 

2. Right! We’re doing 50, but 
the engine’s doing only 35 mph. 
That’s why overdrive saves mon- 
ey. 

Scene 3: 

1. Whew, this is tough traffic! 

2. Sure, but notice I don’t have 
any shifting to do. 

Scene 4: 

See how it automatically shifts 
when I need more pull. 

Scene 5: 

1. Going down hill I want to 
use direct drive—so I just pull 
the control. 

Scene 6: 

1. That overdrive is really a 
smart investment! 

2. I figure mine will pay for 
itself in 20,000 miles. 

We can just see any guy bang- 
ing our ear about his overdrive 
for that long (in the sequence 
the happy overdrive owner and 
his enduring friend drove from 
country to city to country to sub- 
urb). Not with bus fares at a 
pleasant low, and none of this 
overblown overdrive. 

Duz, bless its granulated heart, 


has finally seen the wisdom of 
stopping its panting housewives 
from spouting commercials in 
neat balloons over the tops of the 
clothesline. Nowadays the well 
Duzzed overall or slip does its 
own talking. Out of sheer grati- 
tude, we guess. 

The palm for an unlikely con- 
versation goes to one of Cannon’s 
girls. This winsome sprite had 
been competing like mad with 
some dope named Sue. Sue beat 
the CG at tennis; CG won at 
sailing. “We both got engaged the 
same night [different men]”.. . 
Then came hope chests, and then 
came this commercial conversa- 
tion, repeated here in the original, 
since it might lose much of its 
meaning (that’s the wrong word) 
in translation: 

“ ‘Behold,’ I beamed, unveiling 
a dazzling array of Cannon per- 
cale sheets. ‘I’m having these for 
every bed in the house.’ Sue’s no 
dummy. ‘Hmmm,’ she saia re- 
spectfully, ‘Mighty luxurious! 
Been robbing banks, dear?’” 

““Only my own small piggy 
variety,’ I told Sue. ‘These beau- 
ties are Cannon Percale Sheets— 
and they cost only a little more 
than heavy-duty muslins! Did 
you ever feel anything so heaven- 
ly—since you got your last gar- 
denia?’” 

“Percale is luscious—but is it 
practical, my pet?’ Sue needled. 
I smiled gently. ‘Utterly! My 
dreamy Cannon Percales have 
25% more threads per inch than 
muslin. Everybody says they 
wear like magic. And they’re so 
fine-woven and light that bed- 
making and laundering are eas- 
ier!’ Sue surrendered. ‘Score! This 
time I’ll be a copycat—and like 
it!’ ” 

As fantasy, this comes pretty 
close to being undying literature. 
We particularly like that part 
about the piggy bank, it being our 
impression that if you’re going to 
buy textiles in this cash-happy 
era you’d better bring along a 
piggy bank the size of Blue Boy, 
the Iowa boar. And we surely en- 
joyed that fast pass from the 
heavenly feel of the last gardenia 
to 25% more threads per inch. 
“Hmmm,” said Sue respectfully, 
and well she might. 


The following documents may 
be secured without charge fron 
companies sponsoring them 01 
through ADVERTISING AGE, by an) 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 


VERTISING AGE, 100 E. Ohio St., 


Chicago 11. 
No. 3143. Cosmetic and _  Toi- 
letries Buying Habits of 


Redbook Families. 

Use of various toiletry items 
among women of Redbook-read- 
ing families is reported in this 
new study, for which interviewing 
was done between March 27 and 
April 17, 1948. A section devoted 
to shifts in brand preference uses 
a baseball box-score method to 
trace trends, and many pages of 
the book compare new findings 
with those in Redbook’s 1946 
study. 


No. 3144. Market Memorandum 
for the Soft Drink Industry. 
Data on the soft drink market 
and information about the mar- 
ket potential for bottled beverages 
are included in this folder, issued 
by the Popular Fiction Group. 
Charts indicate age, sex, income 
level and occupation of readers, 
and information given about 
Popular Fiction Group’s coverage 
of the national market. 


No. 3145. 1948 Market Map. 
The Fort Wayne News-Sentinel 
has published this folder, which 
opens into a 17x22” sheet, one 
side of which contains a four- 
color map of the city of Fort 
Wayne and shows a population 
breakdown based on purchasing 
power. The opposite side contains 
a two-color map of the city’s ABC 
retail trading area with market 
data by counties and a tabulation 
of retail sales by classifications. 


No. 3146. Facts on the Marine 
Market and Media. 

A summary of the peacetime 
marine market, showing the 
large-scale marine activity now 
under way or pending, is pro- 
vided in this 24-page booklet, 
issued by Marine Engineering & 
Shipping Review. Comparative 
media data are given, including 
Marine Engineering & Shipping 
Review. 


No. 3147. The American Maga- 
zine Market Guide. 

This 100-page market study, 
issued by Crowell-Collier Pub- 
lishing Co., reports on the char- 
acteristics of American Magazine 
families, and tabulates data o1 
ownership, use and brands 0! 
numerous products from _ auto- 
mobiles to toiletries, includin;: 
household pets, insurance, gar- 
dens, photography and men’s an 
children’s influence on foo 
served at the family table. 


NO. 3141. Greater Kansas Cit) 
Market Data. 

A day and night coverage mar 
population, homes with radios, ne 
effective buying income and retai 
sales are included in this marke 
data folder, issued by Statior 
KCKN. 


No. 3120. 
America. 
Institutions has published thi: 
booklet as an aid to institutions 
in planning and carrying through 
their building and remodeling 
programs. Profusely illustrated 
the articles cover plans, designs 
materials, equipment and methods 
for hotels, hospitals, schools, res- 
taurants and clubs, with a list of 
associations and other sources of 
information on building. 
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55 New Food Advertisers in 
First 7 Months ! 


Today the food advertising linage in The Inquirer 
is at an all-time high... with 55 new national 
food and grocery product advertisers . . . and local 
grocery linage is up 37% over 1947. 


NOW iN ITS 15TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


vio | Che Philadelphia Inquiver fF 


Exclusive Advertising Representatives 


T. W. LORD, Empire State Building, N.Y.C. ROBERT R. BECK, 20 North Wacker Drive, Chicago GEORGE S. DIX, Penobscot Building, Detroit 
Longacre 5-5232 ANdover 3-6270 Cadillac 6005 


West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 448 S. Hill St., Los Angeles, Michigan 0578 
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With tickets at $1.50, a total of 23,450 readers on Saturday afternoon, August 14, accepted the Chicago Tribune's invitation to come to Evanston's Dyche stadium to witness a 
novel preview game between the college players in training for the annual All-Star Football game. 


A few hours later the same day, 85,000 readers gathered in Soldier's Field to, take part in the 19th annual Chicagoland Music Festival sponsored by the Chicago Tribune. 
They paid $1.25 each for seats. . 


a ba 
Then, six nights later, a total of 101,220 readers jammed the same stadium to see the 15th annual All-Star Football game sponsored by the Chicago Tribune. Paying from $1.50 


to $7 each, they saw the national league champion Chicago Cardinals defeat the outstanding collegians of 1947 by a score of 28 to 0. Large as it is, the crowd produced 
by this big event is no bigger than the crowd which responds in o single day to o single deportment store promotion advertised exclusively in the Chicago Tribune. 
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SARE RESPONSIBLE FOR THIS 


RECORD-BREAKING 


LINES OF ADVERTISING 


CHICAGO TRIBUNE TOTAL LINAGE FOR 12 MONTHS ENDED AUGUST 31, 1948—SOURCE: MEDIA RECORDS 


@ Three audiences, totaling over 210,000 in one week, illustrate the unique relationship 


between readers and the Chicago Tribune which attracts to it the largest volume of advertising 


printed by any newspaper in the world — the record-breaking 41,697,576 lines of total 


advertising placed in the Chicago Tribune during the twelve month period ended August 31. 


These are spectacular crowds but the biggest is only a 


fraction of the daily crowds numbering hundreds of thousands NEW HIGH WATER MARK! 
who visit the Chicago stores who depend on Tribune advertising A new high water mark for the Chicago 

Tribune, the 41,697,576 lines of total 
to produce the traffic and sales volume they require. advertising placed in this newspaper 


during the twelve months ended August 
31, was also the largest volume ever 
placed in any newspaper in the history 
of Media Records—and 21.9% more 


Consider the buying action, the millions of individual sales 


at retail which resulted from these 41,697,576 lines of advertising. Gd ates ier asaeidens te one 
‘ try printed during the period. 

Then ask yourself and your advertising council: The Tribune's gain of 5,841,518 lines, 

or 16.3%, over the previous twelve 

Were enough of these 41,697,576 lines of advertising yours? month period, was made up of gains in 


all divisions of display and classified. 

This record was built with advertis- 
ments ranging from 14-lines to 
14-page sections and by advertisers 
spending from $50 a year to more than 


$1,000,000 a year for their Tribune 
space. 


THE WORLD'S GREATEST NEWSPAPER 


August average net paid fotal circulation: Daily, Over 980,000; Sunday, Over 1,550,000 


Chicago Tribune Representatives: A. W. Dreier, 810 Tribune Tower, Chicago 11—E. P. Struhsacker, 220 E. 42nd St., New York City 17 
Fitzpatrick & Chamberlin, 155 Montgomery St., San Francisco 4; also 448 S. Hill St., Los Angeles 13—W. E. Bates, Penobscot Bidg., Detroit 26 


MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC., FIRST THREE MARKETS GROUP, AND METROPOLITAN SUNDAY NEWSPAPERS, INC; 
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Auto-Lite Shitts Three 

H. R. Butts, southerh division 
manager, Dallas, has been named 
general sales manager of the wire 
division of Electric Auto-Lite Co., 
with headquarters in Port Huron, 
Mich. Mr.Butts succeeds Verne F. 


Dobbins, who has tetited because 
of poor health. Max H. Smith, 
national sales’ Supervisor, Toledo, 
succeeds Mr. Butts in Dallas, and 
Fred Vanzo, central division dis- 
trict supervisor in Chicago, re- 
places Mr. Smith in Toledo. 


Baldwin Joins Agency 

Ernest Palmer Baldwin, form- 
erly with House Beautiful, New 
York, has been appointed an ac- 
count executive of Wilhelm-Lau- 
ve & Associates, New 
York. 
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PHILIP MORRIS 


America’s Finest Cigarette 


MAXWELL 


‘“*HIGH-SPOTS”’ 
Outdoor Advertising 


MAXWELL CO. 
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Cole’s Beachwear 


Drive Announced 


Los ANGELES—Cole of Califor- 
nia, beachwear manufacturer, 
will launch its next promotion 
and advertising campaign with a 
full-color page in the December 
issue of Vogue. 

Copy will be slanted to the re- 
sort trade. Other consumer maga- 
zines to be used include Good 
Housekeeping, Life, Mademoiselle 
and Seventeen. Full-page trade 
ads will run every month in Wo- 
men’s Wear Daily and bi-monthly 
in California Apparel News. 

Consumer ads will continue the 
California water color theme in- 
troduced last year. The Cole col- 
lection of water color paintings by 
California artists will again be 
available for promotional tie-ups 
in stores. 

In announcing the program, 
Fred Cole, president, stressed the 
need for retail sales training and 
noted that “to insure satisfaction 
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You, ¥SKED THESE PERTINENT QUESTIONS ABOUT 
CHICAGO HERALD-AMERIGAN READERS 


ALFRED POUTZ 


Winner of the American Marketing 
Association's “leadership in Mor- 
keting’ Award in 1947 ond 1948 


This study employed the improved sampling techniques 
which earned the American Marketing Association’s top awards 
for Alfred Politz. It makes available, for the first time, vital 
information on every segment of the Herald-American reader 
audience in the rich metropolitan Chicago market area. It 
offers factual data never before available for determining pene- 
tration, influence and specific audience potential of advertising 
directed to the largest evening newspaper audience in Chicago. 


The findings are complete, unbiased, and substantiated by 


known factors. 


Alfred Politz, Research Inc., has com- 
pleted an exhaustive and accurate survey 


of its readers. 


O GIVE advertisers usable informa- 


tion about the kind of people who 
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HERE ARE THE ANSWERS IN A SC§ENTIFIC 
STUDY BY ALFRED POLITZ worco ceseape 
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read the Chicago Herald-American, 


H AUTHORITY 


i —— 
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HERE ARE THE ANSWERS... Thisitt 
made for you. It answers the questions mopgj 
asked by advertisers. Write, phone or wire 
Herald-American or Hearst Advertisi 
arrange to see the complete fact-filled st 


‘, “Charac- 


teristics of Chicago Herald-American Readers.” 


» HERALD-AMERICAN 


“EVENING AND SUNDAY—when the whole family is together 
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Advertising Age, September 20, 1948 


we intend to educate the sales 
help on the selling features of a 
Cole of California suit, its proper 
care, and how best to fit various 
figure types.” 

The educational trade campaign 
will be carried on through the 
trade advertising, direct mail, 
booklets and sales clinics in the 
stores. There will also be an ex- 
tensive mat service for stores. 

Foote, Cone & Belding handles 
the account. 


‘Howdy Doody’ Gets 


Another Sponsor 


New YorK — “Howdy Doody,” 
NBC video’s star puppet, who is 
running for president on a plat- 
form of triple-decker ice cream 
cones for all, has snared another 
sponsor—the Unique Art Mfg. Co., 
Newark. 

“Howdy” is well qualified to 
handle the commercials for his 
new backer, who makes mechani- 
cal toys. The puppet show, with 
Bob Smith as an added attraction, 
goes before the cameras Monday 
through Friday at 5:30 p. m.,, 
EST, and is carried by the East 
Coast network. 

Unique Art, through Grant Ad- 
vertising, will pay half of How- 
dy’s fare (from 5:45-6 p.m., EST) 
on Fridays, starting Oct. 1. 

Pioneer Scientific Corp., through 
Cayton, Inc., backs the Thursday 
5:45 p. m. segment of the show. 


West Joins Paul Smith 

Charles B. West, formerly in 
the media department of Neal D. 
Ivey Co., Philadelphia, has been 
appointed media director of Paul 
Smith Advertising Co., New York. 
Before joining the Neal D. Ivey 
agency in 1945, he had been with 
Ivey & Ellington since its organ- 
ization in 1938. 


Conde Nast Ups Sandreuter 

Oliver Sandreuter has been 
named business manager of the 
Greenwich, Conn., division of 
Conde Nast Publications. He 
— with the company since 
1926. 


Mason Joins ‘Telegram’ 


Kenneth Mason, formerly pro- 
motion director of the Brooklyn 
Eagle, has been appointed re- 
search manager of the New York 
World-Telegram. 


Ideas Advertising Moves 
Ideas Advertising, New York, 

formerly located at 18 E. 41st St., 

has moved to 670 Lexington Ave. 


$9,750,000 WORTH 
OF OIL-FILTER ELEMENTS 


Eighty percent of Motor-Freight 
Carriers maintain their own service 
shops ... and oil-filter elements are 
just one of the thousand and one 
replacement parts they need and 
buy annually. Most of this tremen- 
dous buying power is concentrated 
in the hands of the readers of 
TRANSPORT TOPICS, the only 
ABC paper devoted to trucking. 
16,000 paid weekly circulation; 
45,000 Third-Monday distribution. 


Gransport Gopics 


The National Weekly of the Motor-Freight Carriers 


Washington 6, D.C. 
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* W. P. HAMBLIN, Inc. 
DVonse-PrrvymoutH Disraisutrors Since 1920 
ong . 4S 220 Evmwoon Avenue 
plat- oz PROVIDENCE 7, R. |. 
on | DODGE fod-Rated TRUCKS RECONDITIONED USED CARS OF DISTINCTION — piymoutH PASSENGER CARS 
~Co., 
Editor 1948 
d to 
a U.S.NEWS & WORLD REPORT dagust 3) 278 
_ - Washington, D. C. 
nday 
Easi P Dear Sir: 
aa 2 
ST) I have just finished reading your August 6th issue of United 
ugh States News. 
sday 
| ‘s I cut out your Newsgram page for a business associate. I 
1D - desired your first article for further reference and study, so I 
Pall a cut that out. The automobile price rise chart was of particular 
vey ig interest to my sales manager, so out that came. I liked your 
gan- = editorial so well that I sent that to my father. 
een Then further on I found numerous other subjects so interest- 
ot ing to myself and friends that I went to a newsstand where I pur- 
nee a chased half a dozen copies, and sent the entire issue to all of 
them with the recommendation that they read every word of it. 
re I can not recall any single issue of any publication which 
could equal it for general news, information on basic problems, 
my and sound editorial comment. 
St., 
— ” Yours very truly, 
W. P. HAMBLIN, INC. 
Pe $ 
President 
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Big Shows Are 
Back but Nets 
Sound No Trumpets 


New YorK—The Arthur God- 
freys, Red Skeltons, Bing Crosbys 
and Fred Allens are returning to 
their regular microphone duties 
every day, but without promo- 
tional fanfare, for the most part, 
except from advertising-minded 
sponsors or stations. 

An exception to the rule is the 
American Broadcasting Co., which 
will feature its leading daytime 
programs in a rg x ad in 
The Saturday Evening Post early 
in October. A page in Life in 
late October will be correlated 
with the network’s other efforts 
to promote Sunday night listen- 


ing, built around the rating lead-_ 
er, “Stop the Music.” In late Nov- | 


ember, ABC will run a welcoming 
ad, giving billing to newcomers 


to the network as well as a “wel-_| 


come back” nod to the Groaner 
and other returning artists. 
The Columbia Broadcasting 


all over the country 
thousands of business 
decisions are being 
made... some of 
which will affect you 


and your business. 


all over the country 


223,641 business 


leaders are reading 
THE WALL STREET 
JOURNAL... the 
only National Busi- 


ness DAILY. 


System, which has not used any 
consumer copy for audience pro- 
motion since the war years, is not 
giving any indication of plans for 
alerting listeners for such new at- 
tractions as Colgate’s “Our Miss 
Brooks,” the Ford Theater and 
Rinso’s “Amos ‘n’ Andy.” Both 
the latter were formerly heard on 
NBC. 


a Like NBC, MBS and ABC, Col- 
umbia is preparing a kit of pro- 
motional tools—newspaper mats, 
scripts for announcements, back- 
ground and biographical material 
on programs and stars, pictures, 
ideas, etc.—to be sent to the local 
stations which are expected to ad- 


vertise the network’s wares in 
their own localities. 

All the networks utilize their 
own facilities to drum up an 
audience. Station break announce- 
ments advertise coming attrac- 
tions and ask the listeners to 
keep tuned. Mutual has increased 
its late Sunday evening listener- 
ship with a heavy cross-plugginz 
campaign for its all-mystery line- 
up. This will be repeated this 
year and perhaps extended to 
other nights when the fall per- 
formers all are on stage. 

NBC, which numbers among its 
affiliates many stations with 
big-scale promotion budgets of 
their own, provides them with a 
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wealth of advertising aids and 
leaves the business of buying 
space up to them. This year the 
network is paying particular at- 
tention to potential danger spots 
on the schedule—hours when the 
competition promises to be keen- 
est. The promotion department is 
working with agencies and clients 
on these specific problems but 
strategy effected there will be 
passed on to stations, which will 
be expected to beat the compe- 
tition locally. 


Kaylor Transferred to N. Y. 
Mayfield Kaylor, director of 


radio production in the Hollywood 
office of Smith, Bull & McCreery, 


has been appointed manager  c/ 
the agency’s New York office. H : 
has been with the agency for th 
past 11 years. Dick Garton, an 
nouncer-writer-producer, has re 
placed Mr. Kaylor as director o 
radio production in Hollywood. 


Boston Edison Names Dowd 

Boston Edison Co. began an in 
stitutional campaign Sept. 13, us 
ing daily and weekly newspaper: 
outdoor posters, car cards an 
radio. John C. Dowd, Inc., Bostor , 
handles the account. 


Albee Press to Lee-Murray 
Albee Press, Inc., New York 
has placed its advertising wit! 
Lee-Murray Advertising, Nev 
York. Newspapers will be used. 
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Council Sends 
Child Safety Ads 
To 7,000 Dailies 


New YorK—The Advertising 
Council, in cooperation with the 
National Safety Council, has pre- 
pared a series of eight newspaper 
ads designed to help reduce ac- 
cidents causing death and injuries 
among children. 

The ads are scheduled for the 
back-to-school period, reminding 
adults of their responsibility in 
eliminating child safety hazards 
both in the home and on the high- 
way. “Be careful—the Child You 
Save May Be Your Own,” an 


Advertisina Age, September 20, 1948 


adaptation of the over-all safety 
program slogan, “Be Careful—the 
Life You Save May Be Your 
Own,” is featured in the ads. 
These have been sent to 7,000 
daily and weekly newspapers for 
local sponsorship. Wesley I. Nunn, 
advertising manager of Standard 
Oil Co. of Indiana, is coordinator 


of the campaign. Young & Rubi- 
cam, Chicago, is the volunteer 
agency. 


Forms Direct Mail Office 
Charles Hagedorn, publisher of 
two community newspapers in 
New York City, West Side News 
and Town & Village, has opened 
his own direct mail service office, 
Sales Craft, at 227 W. 77th St. 


Two Join Street & Smith 


William Leavenworth, formerly 
with Retailing Daily, New York, 
has joined the sales staff of the 
midwestern advertising office of 
Mademoiselle’s Living. Frank Mc- 
Donald, formerly with Life, New 
York, has been added to the mid- 
western advertising staff of 
Charm. Both are Street & Smith 
publications. 


Malone Appoints Funk 


Paul E. Funk, formerly director 
of advertising and public re- 
lations of Weber Dental Mfg. Co., 
and its affiliate, Columbia-West- 
falia Centrifuge, Inc., has been 
appointed public relations direc- 
tor of Norman Malone & Associ- 
ates, Akron. 


Taylor Heads PR Committee 


Reese H. Taylor, president of 
the Union Oil Co., has been 


|named chairman of the recently 


re-organized public relations com- 
mittee of the Western Oil and Gas 
Association. George Murray Jr., 
Tide Water Associated Oil Co., is 
vice-chairman, and John M. 
Peirce, executive secretary of the 
association, is secretary. 


Lincoln Promotes Bleckley 


F. W. Bleckley, Chicago manag- 
er, has been appointed vice-presi- 
dent in charge of furniture sales 
of Lincoln Industries, Inc., Mari- 
on, Va. Niles A. Doolittle, pre- 
viously sales manager of the 
Westfield and Wonder-Rest Corp., 
succeeds Mr. Bleckley in Chicago. 
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around —748,500 
last year! Each hits the road—regularly— 
Each 
talks (and listens, too) to local talent. Each 
studies the market. Each learns local listen- 
ing likes and dislikes. From such repeated 
personal contact, each gains inside 
information on how you can use radio's 
best time and talent to meet and beat 
your sales quotas. To go to town 
in 12 of your most important 


get in touch with our 


Radio Sales 


RADIO AND TELEVISION STATIONS 
REPRESENTATIVE... CBS 


y! 


Ir is a MANZ Viewpoint that 
printing services to customers are 
divided into three categories: 


(1) SALES SERVICE—in which 
our field men are easily accessible 
to customers. Therefore, MANZ 
has opened a sales office in New 
York City, 6413 Empire State Build- 
ing. Another sales office has been 
established at 6432 Cass Avenue, 
Detroit 2, Michigan. To be certain 
that our customers get the kind of 
sales service they require, the men 
selected to manage these offices— 
Mr. Eugene P. Pattberg in New 
York, and Mr. H. T. Brettelle in 
Detroit—enjoy successful back- 
grounds of experience in the han- 
dling of both creative and mechan- 
ical production. All MANZ men 
are aware of customers’ interest in 
the intended purposes of the printed 
matter they buy. Every possible 
action is taken to achieve the tops 
in results. 


(2) PRODUCTION SERVICE— 
in which every economical and 
quality possibility is searched in 
order that the customer gets his 
fullest share of value. Here at 
MANZ, where offset and ietterpress 
equipment runs the full gamut of 
sizes (from small one color presses 
up to huge five color machines) and 
all attendant operations—such as 
engraving, art, even ink making— 
are all handled under one super- 
vision and responsibility, true value 
is a certainty. 


(3) CREATIVE SERVICE— 
through which ideas are suggested 
with one purpose in mind, and that 
is, to make the printed pieces pro- 
duce the tops in profitable results 
for the user. We are proud to list 
among our customers using cre- 
ative services some of the nation’s 
largest corporations. 


A MANZ man will be glad to 
call and give you the complete 


story of the services rendered by 
MANZ. 


MAN 


CORPORATION 
Engravers and Printers 


4043 Ravenswood Ave. 
Chicago 13, Illinois 
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IT’S RESULTS THAT COUNT 


You get results when you test the South Bend market — 


results you can trust. You can use these results with con- 
fidence in other markets because this market is typical. 
It’s so typical that the U.S. Government chooses it for 
important tests and studies. Want all the facts? Write for 
free market data book entitled “Test Town, U.S.A.” 


-“— 
J: SOUTH BEND, 
IND. 


STORY, BROOKS & FINLEY, INC, NATIONAL REPRESENTATIVES 
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Study Shows Gap 
Between Theories 


and Expectations 


New YorK—While 91% of the 
business men queried stand solid- 
ly behind the Republican plank 
reaffirming the free enterprise 
system in a recent Purchasing 
survey, fully 16% of them expect 
that the Progressive Party plank 
calling for public ownership of 
banks, railroads and utilities will 
become law within a decade. 

The purchasing men replying 
to the nationwide poll showed 
similar striking contrasts between 
their own economic theories and 
their expectations as to what will 
happen in other areas covered by 
the questionnaire. 

Although 100% of the respond- 
ents supported the Republican 
Party plank opposing repeal of 
the Taft-Hartley Act, only 70% 
of them expect the law to stay on 
the books during the next ten 


TO SELL YOUR 


PRODUCT TO OVER 1,100,000 EAGLES 


Every medium attempts to give its advertisers some sort of merchandising help. But no 


medium is in a position to do it in the way the Eagle Magazine does. Our new merchan- 


dising plan enlists the help and cooperation of our 1700 subordinate clubhouses and 


their secretaries. This is a proved plan with terrific impact. A plan geared to sell our 


1,100,000 members. It makes no difference if you sell beer, bicycles, or bowling alleys; 


’ the Eagle merchandising plan will get you a large piece of this tremendous market. 


White gor full detatte 
212 W. WISCONSI 


MILWAUKEE 3, WISCONSIN 


years. Fully 25% of them expe + 
that the Democratic plank calli: ¢ 
for repeal and a minimum wae 
of 75 cents an hour will replace 
Taft-Hartley. 

The survey, which covered a | 
of the main planks of the three 
parties relating to business, show - 
ed that while 46% of the purchas- 
ing agents support the Republica» 
plank calling for aggressive ant - 
monolopy action to encourase 
small business, 54% favored te 
Democratic plank which declares 
that existing anti-monopoly lay ; 
to prevent concentration of ecv- 
nomic power should be strength- 
ened. 


@ When askcd which of the mo- 
nopoly planks would become law 
in ten years only 37% named the 
Republican statement, 50% the 
Democratic, and 13% _ thought 
that the Progressive Party’s call 
for “public ownership of key areas 
of the economy since legislation 
and regulation are not sufficient” 
would be passed by Congress. 

Regarding the hotly contested 
issue as to whether tide land oil 
resources should be restored to 
the states (Republican plank) or 
whether they should be placed 
under federal control, since they 
belong to all the people (Demo- 
cratic plank), 63% favored the 
former idea and 37% the latter. 

However, 82% of the respond- 
ents thought that government 
control over the tide land fields 
would be established in a decade, 
while only 18% thought that the 
states would eventually gain con- 
trol. 

None of the planks were tagged 
with a Republican, Democratic or 
Progressive label in the question- 
naire mailed to purchasing agents 
by Purchasing. 


Joins Republic Supply 


Frank O. Blake, formerly sales 
and merchandising director of 
J. N. Ceazan Co., Los Angeles and 
San Francisco, has been appointed 
director of sales of Republic Sup- 
ply Corp., Detroit, distributor of 
Capehart-Farnsworth, Coolerator, 
Marion Electric, Odin gas ranges 
and other lines. 


Dubin Joins W. B. Doner 


Warren B. Dubin, formerly 
with Jasper, Lynch & Fishel, has 
joined the New York office of 
W. B. Doner & Co. as an account 
executive. 


1,369,015 


1945 Estimate 


BUFFALO 


| 
AND THE 
8'COUNTIES 


BEST COVERED BY THE 


hei Eps 


Morning and Sunday Newspaper 
Representatives: 
OSBORN, SCOLARO, MEEKEK & CO. 
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Sept. 


26-29. Mail Advertising 
Service Association, annual meet- 


ing, Bellevue-Stratford Hotel, 
Philadelphia. 
Sept. 26-29. Advertising Spe- 


cialty National Association, an- 
nual convention, Palmer House, 
Chicago. 

Sept. 29-Oct. 1. Direct Mail 
Advertising Association, annual 
convention, Benjamin Franklin 
Hotel, Philadelphia. 

Oct. 1-3. Intercity Conference 
of Women’s Advertising Clubs, 
Edgewater Beach Hotel, Chicago. 

Oct. 11-12. Inland Daily Press 
Association, annual meeting, Con- 
gress Hotel, Chicago. 

Oct. 20-23. Printing Industry of 
America, annual convention, 
Edgewater Beach Hotel, Chicago. 

Oct. 25-26. Boston Conference 
on Distribution, 20th annual 
meeting, Hotel Statler, Boston. 

Oct. 25-27. Association of Na- 
tional Advertisers, annual con- 
vention, Waldorf-Astoria, New 
York. 

Nov. 8-10. Southern Newspaper 
Publishers Association, annual 
convention, Soreno Hotel, St. 
Petersburg, Fla. 

Nov. 15-20. Outdoor Advertising 
Association of America, 53rd an- 
nual convention, Hotel Peabody, 
Memphis. 


Gets Turco Account 


Turco Products Co., Los Angel- 
es, manufacturer of soaps and de- 
tergents, has appointed Botsford, 
Constantine & Gardner, Los An- 
geles, to handle its advertising. 


YV8RA-YV8RB to Guzman 


Melchor Guzman Co. New 
York, has been named United 
States and Canadian revresenta- 
tive of YV8RA-YV8RB, Radio 
Monagas, Maturin, Venezuela. 


This Christmas 
» «take care of 
Customers for life — 


Be Different, Practical 
and Considerate=Give 


MAGNALITE 


Make this year’s Xmas gift a Magnalite 
— the gift your customer will have when 
others are gone, the gift that may save 
his life, and is truly a helping hand 
when needed. This wonder lamp plugs 
into his car lighter and has permanent 
magnet base which holds it in any posi- 
tion on any poet of auto poe. ke peo 
light -y* 

is 


vides instant floodlight of hea 
liance. The bright red light guar 
visible at great distances and acts as a 
warning signal to approaching motorists. 
Magnalite will be kept in the glove com- 
Partment of your customer's car — a 
constant reminder of your thoughtfulness. 
Can be supplied in beautiful luggage 
leather Case Or attractive gift boxes. Yas: 
the Magnalite or the leather case can be 
imprinted with your name or trade mark 
at nominal cost. 


FREE descriptive 
folder and estimates 


Write for descriptive litera- 
ture stating your requirements 
and wording of imprints. 
"Quotations will be sent 
promptly . . . do it today. 


H.L. BAUMGARDNER CORP. 


1608 N. MILWAUKEE AVE. 
: CHICAGO 47, ILL. 


Deerfield Packing Plans 
Newspaper and Radio Drive 


Deerfield Packing Corp., 
Bridgeton, N. J., processor of Sea- 
brook Farms frozen foods, has 
planned an intensive newspaper 
and selective (spot) radio cam- 
paign in 28 markets along the 
Atlantic seaboard. The newspaper 
schedule will include an _ initial 
advertisement of 1,200 lines and 
three smaller insertions weekly 
for a minimum of 26 weeks. 

The spot radio drive calls for a 
minimum of ten announcements 
a week over stations in every 
market. This schedule will be in 


addition to participation on the 
Mary Margaret McBride (NBC) 
and Ed and Pegeen Fitzgerald 
(ABC) programs. Grocery trade 
publications also will be used. 
Peter Hilton, Inc., New York, is 
the agency. 


Rominger Gets 4 Accounts 
Rominger Advertising Agency, 
Dallas, has been appointed to 
handle advertising of Edwards 
Candy Co., Dallas; Southern Tri- 
chologists, Dallas, and _ Trinity 
Life Insurance Co. and Cosmo- 
politan Mutual Life Insurance 


'Co., both of Ennis, Tex. 


Names Williams & Saylor 
Continental Radiant Glass Heat- 
ing Corp., New York, has appoint- 
ed Williams & Saylor, New York, 
to handle its advertising. The 
| company will launch a fall cam- 
paign with a two-page color an- 


nouncement ad in American 
Builder and Architectural Forum, 
followed by two-color page ads in 
October and November. A page 
ad is also scheduled for the Octo- 
ber issue of Better Homes & Gar- 
dens. 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


ADMINISTRATION 
Published bi-monthly at Milwaukee, Wis. 


Here, 
is the President of Needham, Louis and 
Brorby, Inc., when he was twenty-five years 
old. He is installed in the cockpit of a Saxon 
sportster and he couldn’t be more uncomfort- 
able. Maurice Needham is actually a genial 
and informal gentleman. 

This shot was taken in 1914 for a six-page 
Saxon ad which appeared in System, one of 
Arch W. Shaw’s magazines. Needham wrote 
ads, sold space, handled promotions for this 


magazine ... and modeled some of his clients’ 


products. 


When he founded his own agency in 1925, 
Needham joined other graduates of the Shaw 


wana 


eT 


gles 


va 7 


nearest the camera, 


AVE 


ms twenty-five... 


organization in the agency world. Phillip W. 
Lennen, formerly of System, is now president 
of Lennen & Mitchell, Inc., in New York. An- 
other former System man is James W. Young 
of J. Walter Thompson Company. Another is 
C. E. Hooper of the ratings. Still another is 
one of Needham’s partners, Melvin Brorby. 
Since the very early days of his agency 


work, Maurice Needham has, called on the 
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‘Sam Spade’ Tops August 
Pacific Hooperatings 

“Adventures of Sam Spade 
tops the “First Fifteen” programs 
in the August Pacific Hooperat- 
ings, with a 16.8 rating. “Inner 
Sanctum” ranks second, with 15.3, 
and “Let George Do It” is third, 
with 12.4. 

Average evening sets-in-use is 
26.1, down 2.5 from the previous 
report, but up 2.5 from a year ago. 
Average evening rating is 5.8, 
down 0.4 from the last report and 
up 0.4 from a year ago. 


” 


Representative Named 
Boston University Alumni As- 
sociation has appointed John M. 


Sweeney Co., Boston, as national 
advertising representative for 
“Bostonia,” Boston University 


alumni magazine. 


Australian 
Dailies Show 
Big Drop in Ads 


Weeklies Also Lose; 
Lever Again Leads 
in Space Used 


SYDNEY — Newsprint rationing 
has forced a drastic cut in adver- 
tising volume of Australia’s met- 
ropolitan dailies, latest figures 
reveal. Weeklies have suffered 
less severely, but both groups 
fear even greater losses if present 
government regulations continue 


Advertising Age, September 20, 


in effect. 

For the year ended June 30, 
column inchage in dailies drop- 
ped 16%, abruptly halting a 
steady march toward postwar 
reconstruction in these media. 

With rationing rules continued 
through the remainder of the cur- 
rent year, the 1948 calendar year 
loss may soar to 50%, publishers 
believe. 

For the 1947-48 period, volume 
in weeklies declined 3.09%, and 
with continued rationing the de- 
cline will be more severe. Some 
of the weeklies used paper not 
affected by the regulations, which 
are aimed primarily at imports 
of newsprint from dollar areas. 


ws Total 1947-48 column inchage 
in Australia’s metropolitan dail- 
ies amounted to 5,073,473 inches, 


How 


to be 


FIRST and 


FIFTEENTH 


at the same time! 


Does that sound hard to do? It’s easy if you know how—and we 
know how! 


For October through April, Hooper reports showed WFBR FIRST 
in Baltimore in morning, afternoon, and TOTAL RATED PERIODS. 


Then, as if that weren’t enough to pop a timebuyer’s eyes—up came 
Mr. Hooper with May and June ratings, and there’s WFBR again 
— FIFTEENTH IN MORNING SHARE-OF-AUDIENCE IN 
HOOPER-RATED CITIES! 


Here’s some interesting addition: to the top Hooper in Baltimore, add 
fifteenth in the Hooper-rated cities in the morning. Then add 100,000 
studio visitors yearly, an alert, informative house organ for those visitors, 
up-to-date product displays of WFBR-advertised merchandise, block- 
program newspaper advertising 6 days a week, and then see if your 
total doesn’t add up to the must station in Baltimore: 


ABC BASIC NETWORK ®* 
RERRESENTED NATIONALLY BY 


5000 WATTS 


JOHN BLAIR & 


IN BALTIMORE, 


MD. 
COMPANY 


1948 


a drop of 978,433 inches from t 
previous. year. The 1947-48 v |- 
ume exceeded the 1945-46 to‘a! 
by 511,532 inches, but the latt», 
year was one in which postw.r 
developments in advertising wee 
most marked. 

Inchage used in the weekli-s 
during 1947-48 amounted 5 
1,433,637 column inches, a d>»- 
crease of 45,784 inches from t \e 
previous 12 months. 

Dollar newsprint rationing of 
the dailies, and weeklies to a les- 
ser extent, has tended to diver 
advertising into magazines and 
other media. A number of new 
magazines have sprung up in 
Australia, with newspapers pub- 
lishing two of them in Sydney, 
one in Melbourne and one in 
Perth, western Australia. 

Among various types of adver- 
tising in the metropolitan dailies, 
the daily average per paper of the 
leading groups during 1947-48 
figured out as follows: Classified, 
467.5 inches; retail, 209.1; amuse- 
ments, 77.2;patent medicines, 38.8: 
edibles, 35.8; toilet articles, 34.2: 
motors and accessories, 22; and 
wearing apparel, 20.4. Shrinkage 
of government advertising, next 
on the list, is shown by these com- 
parisons: daily average 1947-48, 
14.4; 1946-47, 18.1; 1945-46, 25.5. 


s Leading advertisers in the 
dailies included Lever Bros. Pty. 
Ltd. & Associates, 59,671 inches; 
Clinton Williams Pty. Ltd, 18,920; 
Colgate - Palmolive Pty. Ltd, 
17,625; W. D. & H. O. Wills (Aus- 
tralia) Pty. Ltd., 16,856; General 
Motors-Holden Ltd., 16,612; Good- 
year Tyre & Rubber Co. Ltd, 
12,527; Aerophos, 12,438; Beckers 
Pty. Ltd., 12,352; Nicholas Pty 
Ltd., 11,375, and Nestles, 11,332 

Auto and motor accessory manu- 
facturers were substantial users 
of space during the year. Oil and 
gas companies made fairly ex- 
tensive use of space during the 
first half of the year, but their 
advertising showed a marked de- 
cline during the second half. 

Retail outpaced classified ad- 
vertising in the weeklies, with 
leading classifications in this or- 
der: retail, 190.6 inches; classi- 
fied, 106.1; patent medicines, 75.3; 
toilet articles, 66.3; machiner) 
and farming, 61.8; edibles, 59.8; 
wearing apparel, 50.8, and mo- 
tors and accessories, 39.1. 

For the fourth year, Lever Bros 
and E. C. DeWitt & Co. were 
again the largest weekly space 
users, followed by Colgate-Palm- 
olive, Goodyear, Shell Co. of Aus- 
tralia Ltd., Nicholas Pty. Ltd. 
and Reckitt & Colman (Australia) 
Ltd. 


Two Miles Laboratories 
Programs Add Stations 

“Quiz Kids” and “News of the 
World,” both NBC programs spo 
sored by Miles Laboratories, E]\- 
hart, Ind., have added eight and 
nine stations, respectively, 
their network lineups. “News of 
the World,” five-a-week show, 
heard from 6:15-6:30 p.m., EST, 
will be aired over 152 stations 
three days weekly and over 1 
stations on Tuesday and Thur 
days. 

“Quiz Kids,” half-hour Sund:y 
afternoon program (3 p.m., ES’ ) 
will be heard over 154 statios 
beginning Nov. 7. Both sho. 
plug Alka-Seltzer and One-/.- 
Day vitamins. Wade Advertisi' ¢ 


wn 


_Agency, Chicago, has the accour 


Gets Travel Account 

Exprinter Travel Service, Inc. 
New York, operator of tours an 1 
cruises, has placed its advertisin: 
with Stephen Goerl Associate. 
New York. 


Appoints Arthur Byrnes 

Arthur R. Byrnes has _ bee 
named sales manager of the pack- 
ing and textile division of Unio 
Asbestos Rubber Co., Cicero, IIl. 
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gain in August, The New 


York Times set new records in advertising. 


It published more advertising than in any other 
August in its history ...and, of course, more 


than any other New York newspaper. 


It published more advertising in the first 8 
months of this year than any New York news- 


paper has ever published in a similar period. 


This is the 30th consecutive year The New York 
Times has been the advertising leader in the 
world’s leading market. 


Here is dollars-and-cents testimony from dollar- 
minded advertisers themselves that advertising 
in The New York Times gets the most business 


where the most business is. 


Let’s get together to help you get your share. 
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Motorola Buys Detrola Unit 


Motorola, Inc., Chicago, manu- 
facturer of radio and television 
sets, has purchased the inventory 
and certain assets of the car radio 


Retailers Will Get 
Identification Tag 
on Bates Telecasis 


tailer identification. Local stores 
are expected to stress merchan- 
dising tie-ins with the telecast, by 
featuring Bates products in ad- 
vertising and window displays. 


division of International Detrola 
Corp., Detroit, producer of car 
radios for automobile manufac- 
turers. As a result of this pur- 
chase, Motorola for the first time 
will supply auto radios directly 
to the automobile manufacturers. 


Tattoo Appoints Scanlon 


James V. Scanlon has been 
named sales manager of Tattoo, 
Inc., Chicago, manufacturer and 
distributor of Tattoo cosmetics 
and toiletries. He formerly held 
a similar position with Lady 
Esther. 


Increase reader- 


FRE ship of your ads 


with Lie. like EYE* 


Nothing like them any- 
where. 100 new subjects 
monthly. Mat or Glossy 
Print plan S! low vine 
Write for 

preofs No. 108. meno ooliee 
tions. = YE* i 
10 E. St., N. ¥. C. 


New Yorx—tThe star wears the 
product, the setting features the 
product and the retail dealers in 
local cities are given a closing 
credit line. 

These are some of the commer- 
cial techniques employed by Bates 
Fabrics, Inc., in its new net- 
work television show which was 
premiered Sept. 8 over NBC. 
Singer Kyle MacDonnell will in- 
terview celebrities at Broadway 
openings, football games, the 
World Series and other note- 
worthy events during the 20-min- 
ute program. She will be assisted 
by tap-dancer Johnny Downes, in 
the role of her press agent. 

G. Vernon Cowper, advertising 
director of Bates, designed the 
format for the show, which was 
placed through James P. Sawyer, 
Inc. The last 30 seconds of the 
commercial are left open for re- 


Four A’s and NAMP Study 
Magazine Advertising 

The American Association of 
Advertising Agencies and the Na- 
tional Association of Magazine 
Publishers have issued the first in 
a series of studies undertaken to 
aid in improving the appearance 
of advertising in magazines. The 
booklet, devoted to four-color let- 
terpress wet printing, covers pro- 
blems in engraving and proofing 
for modern high-speed printing. 
In subsequent reports the joint 
committee will deal with other 
problems in reproduction of mag- 
azine advertising. 


Increases Ad Rates 15% 


National Auditgram, published 
by the National Association of 
Bank Auditors and Comptrollers, 
Chicago, has increased its adver- 
tising rates 15%. The new rate 
for a black-and-white page, one 


time, is $160. 


“and e 


All-Time High 
Circulation of 
Oklahoma’s Two 
GREATEST 
NEWSPAPERS 


Tue OxLaHoma Pususuine Co.: Toe Farmer-Srockman — WKY, Oxtanoma Crry — KVOR, CoLorapo SPRINGS | 
KLZ, Denver (Affiliated Management) — Rerresentep By THE Katz AGENCY 


e The initials of Wes Nunn, ad mgr. of Standard Oil of Indiana. 


aren’t W.I.N. for nothing. He won the president’s cup at the annual 
SO golf tournament with an 87-20-67, and the next day turned in 
a round which would have given him second low gross if he hadn’t 
already won first. eJim E..is, president of the Kudner Agency, New 
York, and LeRoy A. Witson, president of AT&T, have organized an 
exclusive association known as Amalgamated Association of Ex- 
Nickelodeon Moving Picture Machine Crankers of the World. A 
session of reminiscences about their early days in Indiana disclosed 
that both Hoosiers had operated motion picture machines. C. G 
BRODHECKER of the NAM also is a charter member, and is known as 
“Chief Adjuster of the Rheostat.” Mr. Ellis’ title is “Chief Crank,” 
and Mr. Wilson’s, “Big Chief 
Rewinder”. @MurRRAY M. 
RuBIN, account exec of D. H. 
Ahrend Co., New York, has 
returned to active duty as a 
lieutenant in the Navy for a 
special two-month assignment 
as public relations officer for 
the Navy art exhibit, which 
opens in New York Oct. 20. 
eJAMES M. Cox, former gov- 
ernor of Ohio and nominee 
for President in 1920, celebra- 
ted his 50th anniversary as 
owner and publisher of the 
Dayton Daily News Aug. 16. 
Mr.Cox also publishes the 
Atlanta Journal, Miami News 
and Springfield News and Sun. 
e@ ALCouRDERC, ad manager 
of the West Coast edition of the 
Wall Street Journal, is pass- 
ing out cigars two at a time, 
by way of letting his friends 
know that twins have arrived 
at his house in San Francisco. 
eTHOMAS P. CALLAGHAN, 
president of Counselling Associates, Boston, caught a 650-pound 
tuna on his first attempt, during a Gloucester vacation. eGEoRGE 
S. McMIL1tan, v.p. of Bristol-Myers and chairman of the AFA, is a 
near-perfect boss, it seems. His secretary, BETTy TRIM, says so in an 
article called “A Buzz for the Boss” (October issue of Esquire), in 
which she speaks frankly about executives in general and suggests 
that offices might be pleasanter places for the women who spend 
three-quarters of their lives there. eHENRY W. RALSTON, v.p. and 
secretary of Street & Smith, New York, celebrated his 50th anniver- 
sary with the company a few weeks ago at a luncheon given in his 
honor. eJean Eleanor Bliss, whose father, KENNETH BLIss, is v. p. 
of McGraw-Hill International, is the bride of Herbert Johnson of 
Douglaston, L.I. eOther New York newlyweds are MARGARET SNIDER 
and ALBERT W. ProTzMAN, both of NBC television, who were mar- 
ried Aug. 27. eW. J. Missett, publisher of the News-Herald, Suf- 
folk, Va., has been elected chairman of the Norfolk area rent ad- 
visory board. eRoBert G. BEAUMONT, account exec in the San Fran- 
cisco office of Foote, Cone & Belding, is directing the advanced 
copywriting course for the fall semester of the Golden Gate Col- 
lege school of advertising, sponsored by the San Francisco Adclub. 
e@ LorEN RoweE Lt of 
Young & Rubicam, 
Hollywood, is back 
from a fishing trip 
in the high Sierras. 
e@NoRTHAM WARREN 
Sr., pres. of Northam 
Warren Corp., New 
York, sailed on the 
Queen Elizabeth Sept. 
8 for a business va- 
cation trip to Eng- 
land and the Con- 
tinent. eLioyp E. 
YopER, general man- 
ager of KOA, Den- 
ver, has been ap- 
pointed to the ballot- 
ing panel of Collier’s 
All- American foot- 
ball team board for 
the 1948 season. Mr. 
Yoder was an All- 
American tackle at 
Carnegie Tech in 
1927, having been 
named on the Col- 
lier’s team that year 
as well as on the 
Rockne, Warner, UP 
and other selections. 
@WaALTER B. HAASE, 
station manager of 
WDRC, Hartford, 
Conn., is working on the governor’s salvage committee, which is 
conducting a statewide scrap iron and steel drive. eGRANT THOMP- 
son, of Procter & Gamble’s ad department, and Puri Goyert, art 
director of Roy S. Durstine, Inc., Cincinnati, will play a couple of 
account execs in “Skylark,” first of the 1948-1949 series of plays to 
be presented at the Civic Theater by Stage, Inc. eJ. RayMonp BELL, 
manager of Donahue & Coe’s Washington office, has been appoint- 
ed chairman of the publicity advisory committee for the economic 
mobilization course for reserve officers. e 


CLIFF DWELLERS—Exploring caves in New 

Mexico was part of an interesting vaca- 

tion last month for E. P. H. James, MBS 
vice-president, and Mrs. James. 


HAPPY BIRTHDAY ARTHUR—CBS star Arthur Godfrey 

celebrated his birthday on Aug. 30 following the CBS 

broadcast of his Lipton ‘Talent Scouts” program with 

Robert B. Smallwood, president of Thomas J. Lipton, 
Inc. (left), and Mrs. Godfrey. 
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Ad Offers Reo 
Lawn Mowers— 
as Yule Gifts 


LANSING, Micu.— Picking that 
Yuletide present for father will be 
a little easier this winter, Reo Mo- 
tors believes, if gift buyers will 
consider the new Reo Deluxe 
Trimalawn with snow plow at- 
tachment. 

The unusual Christmas promo- 
tion, spearheading Reo’s drive to 
keep in front as the fastest selling 
lawn mower line in the industry, 
will employ a four-color page in 
the Dec. 4 Saturday Evening Post 
promoting the Trimalawn and 
snow plow attachment as an ideal 
Christmas gift. Reo Christmas 
gift certificates will be offered 
buyers, in place of actual delivery 
of the mower itself. 

Following up in April and con- 
tinuing through the summer sell- 
ing season, Reo will use a series 
of four-color pages in both The 
American Weekly and the Post. 

Business paper and direct mail 
advertising to dealers will de- 
scribe Reo lawn mower features 
and call attention to the national 
campaign. Dealers also will be 
supplied with a complete promo- 
tional package of merchandising 
material, including broadsides, 
window streamers, counter cards, 
envelope stuffers, radio scripts, 
newspaper mats and decals. In 
all, the advertising and sales pro- 
motion campaign for 1949 will ex- 
ceed a highly successful ’48 pro- 
gram, according to Sam Briggs 
Reo’s lawn mower division man- 
ager. 

William Hart Adler, Inc., Chi- 
cago, handles the account. 


Gibson Packing Co. 
Extends Sympathy 
to Sad Butchers 


YaKIMA, WAsH.—In these days, 
a butcher’s life is not a happy 
one. 

Recognizing that simple, trou- 
blesome fact, the Gibson Packing 
Co. here is running a series of 
newspaper advertisements de- 
signed to build better public re- 
lations for butchers—the com- 
pany’s customers. 

“We're singing the Butcher 
Blues,” one was headed and told 
of getting beef from both sides of 
the counter, saying: “Prices on 
everything are unreasonable. But 
honest, it isn’t our fault.” 

Another, appearing in mid- 
September, was headed: “Aw-w-w 
nuts!” This pictured a dejected 
butcher telling of his troubles 
but adding that even at preseni 
prices, “meat is still one of your 
most nutritional buys.” 

Reaction has been excellent 
from butchers and their custom- 
ers, the packing company reports. 
Most dealers in the company’s 
territory in Central Washington 
used poster blow-ups of the ads, 
and the company has had requests 
for more ads in this series. 

Vance Shelhamer Advertising 
handles the account. 


Tribble Advanced 

Joseph L. Tribble, for the past 
ten years manager of the Hart- 
ford office, has been appointed 
New England manager of Transit 
Advertisers, Inc., with headquar- 
ters in Boston. 


Joins Mitchell-Faust 

Marjorie Ries, who formerly 
worked on fashion accounts at 
Sterling Advertising, New York, 
has joined Mitchell-Faust Ad- 
vertising Co., Chicago, as fashion 
writer and coordinator. 


Chenal Joins Knox-Reeves 
Bernard Chenal, formerly a 
copywriter with Joseph Adver- 
tising Agency, Cincinnati, has 
joined Knox-Reeves Advertising, 
Minneapolis, in a similar capacity. 


Names Powell-Grant 

Charles M. Bauervic, president 
of Arlington Motors, Inc., Detroit, 
has named Powell-Grant Adver- 
tising, Inc., Detroit, to direct all 
the advertising of Arlingion 
Motors and his other allied inter- 
ests. 


Four A’s Elects Lindsay 

Lindsay Advertising Agency, 
New Haven, Conn., has been elec- 
ted to membership in the Ameri- 
ean Association of Advertising 
Agencies. 


Appoints Rendla Manager 

John Rendla, formerly produc- 
tion manager of Roy S. Durstine, 
Inc., Chicago, has been appointed 
manager of the Chicago office of 
Rapid Electrotype Co. 


‘Lassie Show’ Moves 

“The Lassie Show,” weekly 
dramatized dog stories starring 
the movie canine and sponsored 
by John Morrell & Co. for Red 
Heart dog food, has been moved 
from NBC’s 4:15-4:30 p.m., 
CDST, Saturday, spot to 4:45-5 


p.m. Henri, Hurst & McDonald, 
Chicago, is the agency. 


Francis is Transferred 

Victor Francis, who set up 
Standard Oil Co. of California’s 
Seattle district office for public 
relations and advertising during 
the war, will return to the Olym- 
pia, Wash., branch office as man- 
ager, at his own request, in Oc- 
tober. J. M. Smith, formerly de- 
velopment specialist in the dealer 
department, succeeds Mr. Francis 
in Seattle. 


Names Hollenbeck 

Robert A. Hollenbeck, formerly 
with Colgate-Palmolive-Peet Co. 
in Canada, has been appointed 
general manager of the Canadian 
business of Shulton, Inc., manu- 
facturer of Early American Old 
Spice toiletries. He will make 
his headquarters in Toronto. 


Canadian Editors to Meet 

The Canadian Industrial Ed- 
itors Association will meet Oct. 
2-3 at the Davis Manor, Peter- 
borough, Ont. 
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First of a series of advertisements 
appearing in THE SPORTING 
NEWS, featuring South Texas 
for Spring Training. 


Selling TEXA 


sport. 


Sie : 
BASEBALL 


... the Baseball Paper of the 
World where executives, play- 
ers and fans alike get complete 
coverage of the Great American 


Recognizing the 
advantages the Lone Star State 
has to offer Baseball and its teams for 
Spring Training, the South Texas Baseball 
Spring Training Committee is inviting the clubs to 
come to Texas through the pages of THE SPORTING 
NEWS... The choice of media is obvious, not only 
because THE SPORTING NEWS is the most thor- 
oughly read sports publication in the world, but also 
because it opens to advertisers a multi-million dollar 


market available through no other paper. Whether 


it be training camp sites, hospitality, gasoline, cloth- 


St. Louis 


ing, razor blades, soft drinks or the like, you'll find 
this huge, active consumer group of more 


than 1,000,000 readers responsive 
e to your advertising beyond 
° your expectations. 


Sporting News 


NEW YORK 
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Become Associate Partners 

John K. Mortland, formerly a 
vice-president of Campbell-Mith- 
un, and James D. McTighe, di- 
rector of radio of Olmsted & 
Foley, Minneapolis, have become 
associate partners in Olmsted & 
Foley. 


Joins Firth Sterling 

Lester B. Hamersley, formerly 
assistant sales manager of Sig- 
node Steel Strapping Co., Chicago, 
has been named sales promotion 
manager of Firth Sterling Steel 
& Carbide Corp., with headquar- 
ters in McKeesport, Pa. 


Covers a 


forward looking industry 


Also Publishers of Beauty Fashion 


Drug & Cosmetic 


INDUSTRY 


rich and 


Goodyear Leads 
List in 40-City 
Illinois Survey 


Statewide Study 
Shows Consumer 
Brand Loyalties 


SPRINGFIELD, ILL.—Goodyear wins 
the nod as the favored replace- 
ment tire but Sears, Roebuck and 
Montgomery Ward brands hold 
more than 14% of consumer pref- 
erence in the third annual analy- 
sis released last week by Illinois 
Daily Newspaper Markets. 

Car owners in the 40 daily 
newspaper cities covered by the 
study (all communities outside 
Chicago) showed a 22.4% prefer- 
ence for Goodyear as the tire they 
would buy if replacements were 
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needed immediately. Firestone 
ranked second with 19.3% and 
Goodrich third with 12.1% with 
the owner families voting this 
way on other leading makes: 
Sears, Roebuck, 8.3%; U. S. Roy- 
al, 7.9%; Atlas, 6.6%; Montgom- 
ery Ward, 5.9%; Lee, 1.7%; Gen- 
eral, 1.6%; miscellaneous, 8.2%, 
and “Don’t Know,” 7%. 

Brand loyalties in gasoline 
among the 63.1% of all the fami- 
lies who own automobiles put 
Standard Oil out in front, with 
24.6% in the 40-market totals. 
Shell is second, with 13.5%, fol- 
lowed by Texaco, 13.3%; Phillips 
66, 10%; Sinclair, 4.6%, and 
Mobilgas, 4.3%. Standard’s motor 
oils (Isovis, Permalube) also top 
the preference list, with 12.9%, 
followed by Quaker, 10.3%; Tex- 
aco (Havoline) 10.3%; Shell, 
9.7%; Phillips, 6.3%, and Socony 
Vacuum (Mobiloil) 4.1%. 


es The comprehensive survey, 
similar to the consumer analysis 
originated by the Milwaukee 


Ever hear of readers dictating the 


editorial policy of a publication? 


Perhaps you have . . . a limited few, maybe, in a 
general way. BUT it is standard practice for 


Foreign Service, the official publication of the Vet- 
erans of Foreign Wars of the U. S. Over one 
million readers tell us in crystal-clear terms what 
they like and what they don’t like. At their an- 
nual national convention, the delegates who speak 


for these readers determine the editorial policies 


for the coming year. They are a potent cross-sec- 


tion of the reader audience of Foreign Service, and 


their prime interests are veterans’ affairs. 


These men and their families are typical, average 


Americans, loyal to the organization in which they 


are active. They read Foreign Service closely and 


thoroughly. They know it is the only publication 


that gives them complete and clear-cut informa- 


tion on veterans’ affairs. It’s the only magazine 


that features stories—month after month—reminis- 


Write for further 


information today! 


REPRESENTATIVES: 


cent of their own experiences. They are loyal to 


the advertisers in Foreign Service: they compose a 


rich market with the power to buy. They are con- 


sumers—and Foreign Service is a consumer pub- 


lication in every sense of the word. 


Now is the time to put Foreign Service on your 


1949 schedule. 


Rate Insurance for 1949 


Foreign Service is giving current advertisers a 
circulation bonus of 130,000 copies. During 
1949, this bonus bargain will go as high as 
250,000 —and maybe higher. Space contracts 
signed in 1948 will give advertisers the benefit 
of the present low $5.50 per line rate during the 


entire year of 1949. 


Official Monthly Publication of the Veterans of Foreign Wars of the U. S. 
MEMBER AUDIT BUREAU OF CIRCULATIONS 
Broadway at 34th, Kansas City 2, Missouri 


Dan B. Jesse, Jr., and Associates, 10 East 43rd St., New York 17,N. Y. @ Hil F. Best, 131 Lafayette St., Detroit 26, Mich. 
Kenick Averill, 427 West Fifth St., Los Angeles 13, Calif. @ Raymond J. Ryan, 203 North Wabash Ave., Chicago 1, IIL 


Journal, is conducted by home in 
terviewing in the city zones o 
the 40 cities from Waukegan, i: 
the northeast, to Cairo at th: 
southern tip of the state. Inter 
viewers talked to 12,978 families 
a 3.1% sample of the total num- 
ber of families in the markets, es- 
timated at 418,297. 

The Illinois studies, unique i: 
their thorough coverage of a stat« 
market, give figures for the 40 in 
dividual cities, comparisons wit! 
previous years wherever possibl« 
and over-all 40-market sum 
maries. Survey questions are al 
most identical with those bein; 
used in the Milwaukee Journa 
studies and in others conducted b) 
dailies in Philadelphia, Indian. 
apolis, Omaha, St. Paul, Colum- 
bus, Seattle and Sacramento, Mo- 
desto, Fresno and San Jose, Ca! 
With the exception of Seattle and 
San Jose, these markets combine 
with the Journal and the Illinois 
group last November to issue a 
comprehensive “Ten-Marke!t 
Comparison of Consumer Prefer- 
ences.” 


@ One of the major disclosures o{ 
the Illinois survey is actual proo! 
that there is nothing resembling 
a uniform sales pattern within a 
single state, or even in neighbor- 
ing city markets, on purchases of 
individual brands . Marked shifts 
in brand rankings likewise are 
shown in some cases in individual 
cities when ’48 favorites are com- 
pared with consumer preferences 
of the two previous years. 

Johnson’s floor wax still boasts 
a hefty margin over the rest of the 
field in al! 40 Illinois markets, for 
instance, but it has lost ground to 
Simoniz in the Monmouth market. 
In 40 markets, Johnson’s is ahead 
with 57.9% among 41 brands used, 
with Simoniz second, at 10.7%, 
and Aerowax third, 8.1%. In Mon- 
mouth, Johnson’s has. declined 
from 83.1% in 1946 to 69.7% in ’47 
and 58.9% this year while Simoniz 
moved up successively from 2.2% 
to 7.6% to 18.4% this year. 

In the 40-market analysis, drug 
stores almost outpace all other 
outlets combined as the place 
where Illinois consumers buy 
their toiletries and cosmetics. Of 
all families, 47.3% indicated drug 
stores as their choice. Department 
stores were indicated by 21.4%, 
five-and-10 or variety stores, 
12.9%, and others, 18.4%. 


a Toni heavily dominates the 
permanent wave kit field, with 
90.3% of buyer families purchas- 
ing that brand. Portrait is second 
with 4.6%, and Richard Hudnut 
third,1.2%. Of all families, 31.9% 
buy these products. Colgate leads 
the toothpaste parade with 39.6%, 
followed by Pepsodent, 26.5%, and 
Ipana, 13.9%. In tooth powders, 
Dr. Lyon’s is in front, with 33% 
Pepsodent again second, with 
20.2%, and Colgate next, with 
17.1%. 

Jergens outpaces its competitors 
among the liquid and cream hand 
lotions, with 29.1% of consumer 
preference, followed by Hinds 
9%, and Avon, 8.1%. Among de- 
odorants, Arrid and Mum wind ur 
almost in a tie, with 21.8% and 
21%, respectively. Fresh is third 
with 10.7%. Lustre Creme leads 
the cream shampoos with 33.3% 
followed by Shasta, with 22.4%, 
and Prell, 15.4%, while among 
hair tonics, purchasers in these 
markets prefer Vaseline, with 
23.5%, followed by Wildroot, 
17.1%, and Fitch, 10.9%. 


ws In the food field, Pillsbury’s hot 
roll mix is well out in front among 
competitors, with 46.8% of buyer 
families; the same Pillsbury prod- 
uct ranks second to Duff’s among 
muffin mixes, and Pillsbury’s pie 
crust mix is ahead, with 35.7%. 
But among regular flours, Gen- 


eral Mills’ Gold Medal leads Pills- 
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bury’s Best, 43.2% to 38.7%. Hills 
Bros. is the favorite coffee brand, 
with 22.8% preference. Of the 
16.4% of all families which use 
instant or soluble coffees, Nescafe 
leads Borden’s and Maxwell 
House, with 48.4%, 13.8% and 
12.3%, respectively. 


a Margarine purchases are made 
by 72.5% of all families in the 40 
cities, with Delrich the preference 
of 24.6% and Good Luck a close 
second with 21.8%. Other leaders 
include Parkay, 13.4%; Allisweet, 
11.3%; Nucoa, 6.6%, and Blue 
Bonnet, 6.5%. 

More than half of all families 
(52.8%) purchase quick frozen 
foods, which are dominated in 
these markets by Birds Eye, with 
69.5%. Frozest, next brand in line, 
boasts only 5.1%, and Polar 2.8% 

Pabst Blue Ribbon tops a long 
line of canned and bottled beers, 
with 15.5% preference among the 
35.1% of families who buy beer 
for home use. Schlitz ranks second 
with 10.8%, Falstaff next with 
10.4%. 


a Although the ’48 questionnaire 
contains no direct question on 
usage of detergents, Illinois pref- 
erences are determined by respon- 
ses to questions covering soap 
products and “other cleaning 
preparations.” Dreft leads the 
competition on the basis of this 
information, with 38.3%, followed 
by Tide, 35.4%; Vel, 24.1%; 
Breeze, 10%; Trend, 4.2%, and 
Swerl, 2.9%. 

Radio sets equipped for FM re- 
ception are owned by 9.4% of all 
families, the study indicates. One 
or more radio sets are owned by 
99.2% of all families. Philco is the 
brand preferred, with 29.4%, with 
other leaders in order including 
RCA Victor, 11.8%; Zenith, 10.6%; 
Silvertone, 8.6%; Airline, 7.3%, 


"THE STATE 
WITHIN A STATE” 


Regardless of the State of the 
Union . . . the ASHEVILLE CITI- 
ZEN-TIMES maintains a corner on 
the rich 20-county area compris- 
ing the ASHEVILLE MARKET. A 
population of 490,013** natives 
follow the advertisements in the 
ASHEVILLE CITIZEN-TIMES .. . 
with a combined circulation of 
51,115*. 
they read about. 


. « and buy the products 


+ 
For Route Lists, Trade Infor- 
mation, Surveys and Market 


Data, Write, Wire, or Call: | 


Director of Advertising 
e 


Representatives 
THE KATZ AGENCY 
500 Fifth Ave., 
New York, N. Y. 


* ABC Sept. JO, 1947 
**U. S. Census, 1940 
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ROY PHILIPS 1) 


and General Electric, 7.1%. 

The 1948 analysis is printed in 
13 volumes, each containing sev- 
eral product classifications. De- 
scriptions of the markets and a set 
of the questions, as well as city- 
by-city figures and the over-all 
summary, are included in each 
book, copies of which are avail- 
able to the trade. The group has 
headquarters at 605 E. Capitol 
Ave. here. 


be launched 


executive offices to 3 
St., New York. 


To Bucklin & Lonergan 

Bucklin & Lonergan, Elgin, II1., 
has been named to direct the 
advertising of Pearsall’s Foods, 
Inc., Elgin. A fall campaign will 
in Chicago, 
newspapers and store displays. 


Pepsi-Cola Moves Offices 


Pepsi-Cola Co. has moved 


York, has been named to handle = = 
the transportation advertising of :¢- we RaaSes = 
Pearson Pharmacal Co, New = WW \\ » RAK = 
using | York. = Fablishors Kepresentaltve: 
Forioe & Co. Moves AND CONSUMER PUBLICATIONS= 
The Philadelphia office of Forjoe|= oe ae : 
: NEW YORK 1 . = 
its | & Co., radio station representative, = ae a 
W. 57th|has been moved to the Widener ‘ 


building. 


Pearson Names Cohn Agency 
Arthur Cohn & Associates, New 


ABERDEEN 
MITCHELL 
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South Dakotans have $300,000,000 cash in hand 
without dipping into investment savings! Of that 
amount, $31,313,000 will be spent for equipment and 
improvement of their farm homes. . . $42,000,000 
will go for fencing, water systems, electrification, 
silos, poultry houses, barns and other buildings . 
$47,000,000 for new automobiles and trucks... . 
$68,137,000 for tractors and farm machinery .. . 
wholesalers, retailers and manufacturers are spend- 
ing $75,000,000 for expansion and improvement. 

And all this is in addition to the $100,000,000 that 
South Dakotans annually spend for food . . . the 
$45,000,000 they spend for beverages . . . and the 
$68,000,000 for household appliances and equip- 
ment. 

Yes, South Dakotans have the wealth to satisfy 


Opportunity Calls from the 
Land of Infinite Variety 


Last year more than a mil- 
lion out-of-state visitors 
saw the striking Black , 
Hills scenery .. . the unex- , 
celled recreational facilities made available by South 
Dakota’s enterprising Department of Game, Fish and 
Parks. More and more visitors are discovering the 
many opportunities for new ventures in a friendly 
state renowned for its diverse natural beauties . . . the 
abundance of undeveloped natural resources awaiting 
enterprising businessmen. 
A fine highway system, under constant improvement 
by an alert State Highway Commission, serves com- 
. mercial and scenic South Dakota. Eleven railroads sup- 
port a variety of agricultural and industrial undertak- 
ings . . . from intensive livestock farming, meat pac k- 
ing, and agricultural processing on the black prairies 
of the Corn Belt, through the famed spring wheat area 
to mining and lumbering i in mountainous Black Hills! 
South Dakota is Opportunity Land! Business and 
pleasure meet at the Crossroads of the Old West! 


SIOUX FALLS + 


By the SOUTH DAKOTA 


* HURON 
* RAPID CITY 
WATERTOWN 
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\ ALL BUYING IS LOCAL 
N 


ne 


\\ 


bd Sold 


their wants. South Dakotans are a 
frank, friendly people with a stand- 
ard of living second to none. And 
they are financially shrewd! That 
financial shrewdness stems from their 
American thrift and industry and the 
days of thirty cent wheat ...so does 
the friendliness. They know the value 
of a friendly recommendation . 
and the locally-managed, locally- 
edited South Dakota Daily is a 
proven friend! 

Geographically set apart from any 
out-of-state metropolitan trade area, 
uninfluenced by any out-of-state 
metropolitan newspapers, South Da- 
kotans place more confidence in the 
editorial and advertising columns of 
their local newspaper than in any other 
media! National advertisers who are 
using the local South Dakota Dailies 
are realizing unbelievable returns. 


Open the Gate with the SDailies 


There are lots of liquid assets in 
South Dakota, and only with the 
local Dailies as your sluiceway can 
you divert your share into your till! 


The South Dakota Dailies Comprise Six Locally Managed and 
Locally Edited Newspapers Serving the Six Primary Markets of 
South Dakota. Both Rural and Urban. 
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AILIES 


Breakfast foods, beverages, bath 
tubs or Buicks . . . whatever your 
product or service may he . . . you'll 
get not just profitable response, but 
overwhelming returns from your ad- 
vertising in the locally-managed, lo- 
cally-edited South Dakota Dailies 
that serve and sell the six primary 
markets of this rich, responsive state. 


Progressive South Dakota has 
led the nation in per capita pur- 
chases of “E”’ Bonds for two 
straight years, convincing proof 
of buy-ability unexcelled! And 
South Dakotans rely on their 


buyers’ guide, the local South 
Dakota Daily, for buying gui- 
dance. Products advertised in 


locally-managed, locally-edited 
South Dakota Dailies are in 
heaviest demand. Get into this 
rich, responsive market! The 
local publishers of the local Dai- 
lies will supply complete infor- 
mation on request. Write Today! 
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PAPER CEMENT 


25 YEARS 


FOR LAYOUTS-DUMMIES- MASKING -PHOTO~- 
MOUNTING and EVERY PAPER JOINING NEEC 


A size for every purpose 
Sold by Stationery. Photo and 
Artist Supply Dealers everywhere 


UNION RUBBER 4 
TRENTON 


ASBESTOS CO 
m4 


Morrell to Hens & Kelly 


Edwin R. Morrell, formerly an 
account executive of Baldwin, 
Bowers & Strachan, Buffalo, has 
been appointed advertising and 
sales promotion manager of Hens 
& Kelly, Inc., Buffalo department 
store. He succeeds the late Ed- 
mund V. Skyes. 


Coffee Group to Meet 

The National Coffee Associa- 
tion of the U. S. A. will hold 
its 36th amnual convention in 
Bretton Woods, N. H., Sept. 23-25. 


McCulloch Buys Interest 

Beale McCulloch has purchased 
an interest in the Security Print- 
ing & Lithographing Co., Seattle. 
Previously with the Metropolitan 
Press, he will operate the com- 
pany jointly with James Martine. 


Appoints Art Dean 

Art Dean, formerly on the sales 
staff of Junior Arts & Activities, 
Chicago, has been appointed Chi- 
cago district sales manager of the 
Detroit Brass & Malleable Co., 


Detroit. 


MEET A Fendi 


Ever since 1892 when Houston was little more than a sprawling 
town, Zindler’s has been a continuously popular and successful 
clothing store for men, women and boys—appealing to Houston’s 
most solid citizenry, and reflecting the popularity and success 


of its head, genial Abe Zindler. 


As is the case with so many other pioneer Houston firms, Zindler’s 
has been essentially a “Chronicle Advertiser,” using through 
the years a preponderance of its advertising space in our paper. 


Says Mr. Zindler, “Our preference for the Chronicle 
is firmly founded on the simple fact that it produces 


best results at lowest cost.’ 


Thanks, Mr. Zindler. There in a nutshell is the whole story of 
why the Chronicle enjoys such a tremendous lead in retail, 
general, classified and total advertising — and has for 35 


consecutive years. 


The Houston Chronicle 
LARGEST CIRCULATION IN TEXAS 


R. W. McCARTHY 
Advertising Director 


THE 


National Representatives 


FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR 35 CONSECUTIVE YEARS 


a 
\ 


BRANHAM COMPANY 
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painful. 


pictures. 

Some nights one wonders: 
video the answer lies, 
material. 


ment. 


entertainers. 


may chop a tree,” one line 


vision over radio. 


Teleradio Mans Corner 


At the present moment six New York City television 
stations are competing for the video audience. How they 
go about it turns up contrasts in skills as vivid as they are 
Television fumblings revive memories of the 
days when radio itself was an infant drooling into its bib 
and Hollywood clumsily re-tooled from silent to talking 


of course, 
There are television writers without 
tion (or talent?) who use conversation instead of dialog 
(there’s a vast difference) and put everything into their 
jokes except humor. Given such material the performer 
is sunk, the show traded in for baseball. 
gamut in television town is from the awkwardly ama- 
teur to the dazzlingly professional, with talent costs to 
the sponsor commensurate with what he gets. 

In television there is no avoiding the invidious com- 
parison, since a turn of the wrist lines up best and worst 
side by side. From an asininity such as DuMont’s “Newly- 
weds,” a weekly repeater, the beholder may switch to the 
high gloss of the high-class high cost Texaco Star Theater. 
The one is silly without point or payoff; the other uproar- 
iously diverting with the pace and poise of personalities 
like Bert Lahr, Henny Youngman, Sue Ryan, the Dancing 
Barrys, Sid Soam, Paul Winchell. In three seconds flat 
at the dials the jump is from embarrassment to excite- 


Curiously enough many a piece of commercial copy 
on television is more “entertaining” today than so-called 
The Lucky Strike marching cigarets and 
the Instant Sanka weather forecast cartoons were defi- 
nitely more amusing than the prolonged disaster of a 
charitably-nameless “comedian” 
Gray and Janie Forbes on another DuMont item recently. 

As for Bert Lahr and the Texaco Star Theater, not often 
in the family parlor is anything so hilariously successful 
as the slapstick of the “manly” vocalist in woodsman’s 
shirt, jeans and boots and carrying an axe. “Only baritones 


Maestro Lahr swings finally the prop tree spits right 
back at him, demonstrating the comic superiority of tele- 


The moral is plain. Television can be counted on for 
fun and fiasco in equal measure. The advertiser will proba- 
bly find out which the hard way. 
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‘Varsity’ Establishes 
Merchandise Seal 


Varsity, New York, has estab- 
lished a guarantee seal and a 
tested and commended seal for 
men’s merchandise similar to the 
seal awarded by Good Housekeep- 
ing and Parents’ Magazine for 
women’s and children’s merchan- 
dise. 

Before the seal is awarded al) 
products must undergo tests con- 
ducted for the magazine by the 
United States Testing Co., Ho- 
boken, N. J. Barbara Daly An- 
derson, director of Parents’ Maga- 


zime’s consumer service bureau, 
will handle all applications for the 
Varsity seals and supervise the 
testing. Varsity is published by 
the Parents’ Institute, New York. 
4 

WNAX Appoints Sullivan 
Donald D. Sullivan, formerly 
commercial manager of Station 
WMT, Cedar Rapids, Ia., has been 
named commercial manager of 
Station WNAX, Yankton, S. D., 
effective Oct. 4. Miriam Ylvisaker 
has joined the promotion staff of 


WNAX. 


» AFYR 


comes in loud and clear in a larger area 


550 KC 5000 WATTS 
NBC AFFILIATE 
BISMARCK, NO. DAKOTA 


than any other station in the U.S. A.’ 
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Advertising Age, September 20, 1948 


VIDEO PACT—David Sutton, CBS-TV sales 
manager (left), and Stanley M. Abrams, 
sales promotion manager, Emerson Radio 
& Phonograph Corp., look pleased with 
themselves following the signing of Emer- 
son as sponsor of “Toast of the Town” 
over Columbia's television network. 


Coloring Bag 


for Margarine 
Gets Durkee Aid 


(Continued from Page 1) 


kay); J. H. Filbert, Inc., Balti- 
more (Mrs. Filbert’s); Churngold jg 


Corp. (Churngold); Capitol City 
Products Co., Columbus, O. 
(Dixie); Shedd-Bartush Foods 
(Keyko); Swift (All-Sweet), and 
Jelke (Good Luck). Only Good 
Luck, Keyko, and Dixie margar- 


larity of the product. Consumer 
copy has been concentrated in 
Life with a series of bleed pages 
emphasizing that margarine is 
“The smoothest spread to put on 
bread.” The yellow bleed page 
reminds the public that legislation 
held over from the horse and 
buggy era prevents it from pur- 
chasing margarine already colored 
yellow. 

The association also is adver- 
tising to the home economics field, 
the grocery trade, and to physi- 
cians through the Journal of the 
American Medical Association, 


with copy showing the approved 
seal of AMA’s Council on Foods 
and Nutrition. On other industry 
themes, it has employed an ex- 
tensive magazine list and news- 
papers throughout the country. 
Outright repeal of federal taxes 
and license fees undoubtedly will 
be sought when Congress con- 
venes again, although many in the 
industry believe a small tax 
should be kept on the books in 
order to maintain government 
policing of all producers, through 
the Internal Revenue department. 
The 1947 repealer, approved by 


committee, lost out in the last 
session of Congress when pressure 
of adjournment prevented floor 
action in the Senate. 


Sponsors Grocery Exhibit 

The National-American Whole- 
sale Grocers’ Association, New 
York, will sponsor the First An- 
nual Grocery Distributors Exhibit 
at the Ambassador Hotel, Atlan- 
tic City, N. J., Jan.11-14, during 
the annual conventions of the 
wholesale grocers’ organization 
and other food industry groups, 
including the National Canners’ 
Association, which meets Jan. 14. 


Names Street & Finney 


Street & Finney, New York, has 
been named to direct the annuity 
department advertising of the 
American Bible Society, New 
York, effective Jan. 1, 1949. 


Are You | ., Western Food Processing? 


WESTERN PACKING NEWS SERVICE 
(Est. 1939) covers production and distri- 
bution of Calif., Ore., Wash., packers of 
canned, dried, frozen and specialty foods. 
Subscription $5 yearly. Sample on request 
Publishers: $.0. McFadden News Bureau 
7 Front St., San Francisco 11, Calif. 
Also Publish West. Trucking News Serv. 


ines have yet to hit the market in |Z 


the patented package. 

Delrich has shown a big gain, 
saleswise, since Cudahy tested its 
E-Z Color Pac in Joliet, Ill., dur- 
ing the summer of 1946 and then 
extended it gradually until na- 
tional magazine copy was launch- 
ed in August, 1947. Cudahy decid- 
ed to invest in the new package 
on a non-exclusive basis after 
Best Foods and Mr. Peters failed 
to agree on a contract. 


s There are no restrictions on 
the use of names for the package 


by the licensed companies. The|j 


coloring bags, in mounting num- 
bers, are being turned out by 
two principal manufacturers, 
Shellmar Products Corp., Mount 
Vernon, O., and Milprint, Inc., 
Milwaukee. 

Best Foods, meanwhile, is using 
newspaper space to take a crack 
at “trick coloring packages” and 
insist that consumers themselves 
have decided that Nucoa’s “Bowl 
Mix” is the best way of coloring 
margarine at home. Current copy 
is headlined: “Millions of women 
who serve margarine proudly on 
their tables say ... Until the Iaw 
lets us buy yellow Nucoa we'll 
color it at home the best way... 
by Nucoa’s Bowl Mix.” That 
method, claims the company, is 
best because it protects the flavor 
and texture of the product, it’s 
just as quick as any other and it’s 
cheaper, because “If you buy 
margarine in a trick coloring 
package, you pay extra for the 
package.” 

Best Foods, though not a mem- 
ber of the National Association of 
Margarine Manufacturers, has 
kept on a friendly basis with the 
industry group and has contrib- 
uted material for industry use in 
the fight against dairy interests 
and restrictive federal and state 
laws. Association members rep- 
resent about two-thirds of total 
industry production, with Best 
Foods almost blanketing the re- 
maining third. 


= The association, which has been 
more and more aggressive in ac- 
tual amount of advertising and 
merchandising for the industry, 
plans no slackening of these ef- 
forts, through Leo Burnett Co., 
Chicago. Advertising this year has 
been playing up the economy, 
flavor, nutrition and actual popu- 


For Striking Food Reproductions 
Choose a Fine Coated Paper 


The above photograph was featured in an advertisement of the Sugar Research 


Foundation in the magazine ‘““What’s New in Home Economics.” Strikingly 
reproduced, it was certain to attract attention. The use of Consolidated Coated 
Paper, on which “Home Economics” is regularly printed, was an important 
factor in the convincing appearance of this illustration. 


Photograph from an 
advertisement of 
Sugar Research Foundation 


4 


Consolidated Coated 


Papers 


Whether it is foods, fashions or factory equip- 
ment, more realistic portrayals and greater 
selling-power are attained with half-tone repro- 
ductions on a fine coated paper. Today fine 
coated paper is within the reach of every budget 
... For by “streamlined” manufacture, Consoli- 
dated produces superior coated paper in the 
price range of uncoated stocks. 


selected. 


PRODUCTION GLOSS 
MODERN GLOSS 


In widespread use for more than twelve years, 
the unusual “printability” of Consolidated 
Coated is so well recognized that it is often the 
measure of quality by which coated papers are 


Manufactured in weights down to 45 pounds, 
Consolidated Coated Papers meet almost any 


need for either monotone or four-color printing. 


CONSOLIDATED WATER POWER & PAPER COMPANY 


MAIN OFFICES 


WISCONSIN RAPIDS, WISCONSIN 


five Medern Mills 


SALES OFFICES 


135 $0. LA SALLE ST., CHICAGO 3 
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More and more advertisers 
are finding that Sports Afield’s 
famous Spend-o-crat* market 
represents the most responsive 
audience of men available today. 


* 82 @¢ = 


*A sportsman with an appreciation of the finer 
things of life — and the leisure and means to 
enjoy them. 


For instance, a recent survey shows that Spend- 
o-crats are 533% better prospects for boats and 
boating equipment than non-sportsmen. 
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Kellogg Elects Five 
Vice-Presidents 

Managers of all five divisions 
of the Kellogg Sales Co., Battle 
Creek, Mich., have been elected 
vice-presidents. They are: J. N. 
Kane, eastern division, New York; 
J. T. Lewis, central division, 
Cleveland; G. E. Ander, western 
division, Kansas City, Mo.; O. K. 
Berry, southern division, Atlanta, 
and V. E. Mitchell, Pacific divi- 
sion, Los Angeles. 


@ EXPORT @ 


TRADE«SHIPPER 


Circulates in the U. S. A. 
It is read 
by Export Managers 
of 


LEADING AMERICAN 
MANUFACTURERS 


20 Vesey Street, New York 7, N. Y. 


ABC's Chicago 
Video Debut; 
WBKB Cuts Rate 


Philco, National 
Show Share Spotlight 
in Television ‘Week’ 


Cuicaco—Television .took the 
spotlight here last week, as never 
before, with a third station mak- 
ing its debut, a rate cut by the 
pioneer outlet, the launching of a 
national video and “electrical 
living” show and a special Philco 
forecast of “Television in Action.” 

WENR-TV, owned and operated 
by the American Broadcasting Co., 
went on the air Sept. 17 with all 
the fanfare of a Hollywood film 
premiere. Its oldest rival in the 
expanding field, Balaban & Katz 


Corp.’s WBKB, made unprece- 
dented news by trimming its basic 
hour rate to advertisers from 
$800 to $500. 

Philco Corp. started off the 
city’s big video parade Sept. 16 
with a presentation before the 
Chicago Federated Advertising 
Club, showing how television will 
affect the sale and distribution of 
goods, open new entertainment 
fields for millions, and have a 
tremendous influence over the 
American way of living. 


ws The show, embracing an esti- 
mated $20,000 worth of television 
merchandising techniques, was 
directed by James Carmine, 
Philco vice-president, and engi- 
neers mapped the meeting room 
so that 600 guests could remain 
at their seats and view both the 
stage and _ strategically-placed 
video sets throughout the hall. 
Products of Chicago advertisers 
were enlisted as subjects for the 
video commercials. 

WBKB, denying that the sta- 
tion’s rate cut was prompted by 


increasing rivalry in the field, 
said its new structure was adopted 
after an extensive study of other 
U. S. video markets and its own 
costs of operation. The survey 
showed that Chicago was out of 
line, costwise, and that WBKB 
could operate on a lower rate 
with a satisfactory profit margin. 

Don Meier, sales manager, said 
available time is “being sold out 
fast.” Contracts carrying the low- 
er rates will be in effect by the 
end of the month. The old rates 
were based on 25,000 to 35,000 
receiving sets in this area. WBKB 
estimates that about 33,000 sets 
are now in operation, and that it 
would soon have been forced to 
shift to a rate base of $1,000 an 
hour, based on more than 35,000 
sets. 


a The Balaban & Katz outlet, 
which started operations in 1940, 
signed its first sponsor in Septem- 
ber, 1946. It now operates 40 to 50 
hours weekly, and from 70 to 75% 
of the time is commercial. 
WENR-TY, still busy last week 


MORNING!... 


KRNT Sta. A Sta. B Sta. C Sta. D 
*46.9 6.6 1.6 19.7 4.1 
HOOPER SHARE-OF-AUDIENCE 
AFTERNOON’... 
KRNT Sta. A Sta. B Sta. C Sta. D 
*38.7 8.9 5.3 12.5 3.6 
HOOPER SHARE-OF-AUDIENCE 
NIGHT-TIME, TOO! 
VA eeee 
KRNT Sta. A Sta. B Sta. C Sta. D 
 *27.9 5.7 14.9 5.4 


Use KRNT to Merchandise Your Product in a Territory That Has the Money to Buy 
Boasts the SECOND HIGHEST 


it — Central lowa. 


%& C. E. Hooper Share-of-Audience Report, June-July 
1948, Des Moines—City, also shows KRNT leading 
the next highest-rated station by 10.2 points io 


total rated time periods. 


Polk County (Des Moines) 
EFFECTIVE BUYING INCOME PER FAMILY in the entire United States'** 


KRNT ranks second to none in EFFECTIVE SELLING POWER! 
agree that resultful advertising is the cheapest! 


You will, too! 


according 


ei ee 
tA 
its 


Our many accounts 


%&x The figure is $6,402, 
to 1948 


Sales Management Sur- 
wey of Buying Power 
(copyrighted). 
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HOOPER SHARE-OF AUDIENCE 
Saturday Daytime and Sunday Afternoon Domination Put KRNT Out Front 7 Days a Week! 


ASK A KATZ MAN 
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THE REGISTER AND TRIBUNE STATION 


That Very Highly Hooperated, 
Sales Results Premeditated, 
= Affiliated 
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showing sponsors its video fare 
will have a basic hour rate o 
$600, covering time and studi 
costs. The WGN-TV rate is $550 
The Chicago Tribune outlet 
which premiered on the air las 
April 5, now averages 40 hour 
a week. Its time is 54.3% commer. 
cial, officials said. 

WENR-TV will have no spon- 
sors the first week, at least, whil« 
operations are settling down. I 
will be on the air 25 to 30 hours : 
week at the start. 

WENR-TV turned the Civic 
Opera building into a bit of Hol- 
lywood for its “T-Day” Friday 
with a battery of kleig lights 
another battery of ABC execu- 
tives and civic leaders on hand, 
and video and radio stars helping 
fill its studios. 


es For the premiere, the video 
newcomer called on Edward J. 
Noble, ABC board chairman, to 
introduce Illinois’ lieutenant gov- 
ernor, Hugh Cross. Mark Woods, 
network president, introduced 
Mayor Edward Kennelly of Chi- 
cago. Other network dignitaries 
assembled for the dedicatory cere- 
monies included John H. Norton 
Jr., vice president in charge of 
ABC’s central division; Robert E. 


Kintner, ABC executive  vice- 
president; Frank Marx, vice- 
president in charge of generai 


engineering; Paul B. Mowrey, the 
network’s national television di- 
rector, and Lee Jahncke, video 
station relations manager. 

With the official opening flash- 
ing on the screens at 7 p.m., 
WENR-TV had lined up an im- 
.osing inaugural show, including 
Candid Microphone” with Allen 
Funt and his hidden mike; “Hol- 
ywood Screen Test,’ ABC’s tal- 
2nt quest for Hollywood film stars; 
he “Breakfast Club” with Don 
IcNeill; “Ladies Be Seated,” 
daily ABC audience participation 
show; a variety revue featuring 
-elebrities of radio, stage and 
screen, and a performance of 
Gershwin’s “Rhapsody in Blue,” 
conducted by Paul Whiteman. 


a Programming highlights which 
WENR-TV will offer its new 
audience also will include “Stump 
the Authors,” established ABC 
radio show; “Dollars and Sense,” 
an audience participation show; a 
aew musical and variety program; 
a video version of a discussion 
series conducted by the Great 
300ks Foundation, and a highly 
liversified schedule for sports en- 
thusiasts, starting off with boxing, 
wrestling and pro football. The 
‘tation is operating two perma- 
nent studios in the Civic Opera 
building, located on the first and 
44th floors. 

All three of the video outlets 
here are tying in with the National 
Television and Electrical Living 
Show at the Coliseum Sept. 18-26 
with regular and special telecasts 
daily from a specially-constructed 
3,500-seat theater. 

Cooperating with the Electric 
Association, sponsor of the big 
national show, are almost 100 
manufacturers and distributors of 
radio and television sets, washing 
machines, refrigerators, table ap- 
pliances, vacuum cleaners and 
other electrical products. Visitors, 
at $1 a head, will view demon- 
strations of about 300 video re- 
ceivers. 


# Latest lines of the manufactur- 
ers, including several “firsts,” are 
being shown. These include a 
portable video set, an infra-red 
cooker which cooks meat within 
a cellophane container, electric 
sheets (electric blankets also are 
being displayed), and an all-elec- 
tric house, .with full-size, com- 
pletely equipped rooms. 

Other attractions for the public 
include a number of radio pro- 
grams, personal appearances by 
big name stage and screen stars, a 


tien in Des Moines! 


“jeep” studio to handle spot tele- 
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‘49 MODEL—Advertising for the new 
model Remington electric shaver, made 
by the Electric Shaver division of Reming- 
ton Rand, Bridgeport, Conn., is appearing 
this month in a list of national magazines, 
supplemented by local cooperative news- 
paper campaigns. Leeford Advertising 
Agency, New York, handles the account. 


vision pickups of attendees, and 
a contest featuring both pulchri- 
tude and talent. The two girls 
who win titles as “Miss WENR- 
TV” and “Miss WBKB” will b: 
given 13-week professional en- 
gagements at the respective sta- 
tions. 

Technical schools and institutes 
and the armed forces are cooper- 
ating with exhibits and demon- 
strations. Fifth Army headquar- 
ters is showing the latest in field 
communication equipment, while 
the Navy’s Electronics Laboratory 
is demonstrating Raycon, new 
type of air navigational instru- 
ment used in tracking down air- 
craft. 

Harry Alter, president of the 
Harry Alter Co., Chicago manu- 
facturer, is chairman of the show. 
The sponsoring association in- 
cludes more than 600 companies 
in the industry. 


Four Get Promotions 
At Campbell-Ewald Co. 


Campbell-Ewald Co., Detroit, has 
promoted L. R. Nelson, R. F. Field 
and W. H. Case, vice-presidents, 
to senior vice-presidents. Mr. Nel- 
son, secretary, treasurer and a 
member of the board, will take on 
added administrative duties, and 
Mr. Field, chairman of the plans 
board, will now supervise all cre- 
ative work. Mr. Case will have 
charge of the agency’s operations 
in the East and of television and 
radio for all accounts. 

Colin Campbell, associate ac- 
count director on Chevrolet, has 
been named a vice-president. 


you in the 
classroom? 


What teachers think and say can 
be mighty important to you. 

Teachers are active in the af- 
fairs of both school and com- 
munity. Their opinions affect 
thinking and buying throughout 
the community. 

Tell your own story, right, to 
America’s most influential mar- 
ket. Ask Georgia C. Rawson, 
Manager, how State Teachers 
Magazines reach more teachers. 


43 Magazines 752,000 Subscribers 


STATE TEACHE Rs 


— MAGAZINES 


| Federal Court 
Denies Ascap Fees 
from Movie Houses 


MINNEAPOLIS — Motion picture 
industry exhibitors across the na- 
tion won a test case in federal 
court here against the American 
Society of Composers, Authors 
and Publishers (Ascap) when 
Judge Gunnar Nordbye ruled that 
theaters exhibiting motion pic- 
tures containing copyrighted mu- 
sic need not pay a “performance 
fee.” 

The judge held unlawful a 20- 
year practice among music copy- 
right owners when he denied re- 
lief to five music publishers 
which had filed suit against four 
Minnesota theater companies for 


refusal to pay the license charge 
imposed by Ascap for many years. 

Judge Nordbye sided with the 
New York court, which recently 
issued a monopoly decision and 
restraining order against the mu- 
sic society, but Judge Nordbye 
went further in stating in a 17- 
page decision that Ascap had ex- 
tended copyrights in a monopolis- 
tic control beyond their proper 
scope. 

The Ascap take from the na- 
tion’s movie houses is estimated 
at $2,000,000 annually. The opin- 
ion estimated 80% of the music 
used in films is copyrighted by 
Ascap members. Suits involved 
were brought by M. Witmark & 
Sons against Mrs. Jessie Jensen; 
and Santley-Joy, Harms, Inc., 
Witmark and Mills Music against 
Benjamin Berger. 


2 Name Van Diver & Carlyle 


Revere Silversmiths, Inc., New 
York, manufacturer of sterling 
hollow-ware, and Treasure Mart, 
New York, distributor of general 
merchandise, have named Van 
Diver & Carlyle, New York, to 
direct their advertising. 


Boosts Advertising Rates 


Scientific American, New 
York, will increase its advertising 
rate for one page from $500 to 
$700, with a new _ circulation 
guarantee of 80,000, effective Jan- 
uary, 1949. 


Names Horton-Noyes 


Bead Chain Mfg. Co., Bridgport, 
Conn., manufacturer of 


tronic parts, has named Horton- 
Noyes Co., Providence, to handle 
its advertising, effective Oct. 1. 


Bead | 
chain and attachments and elec- | 


33 
Converted Rice Ups Francis 


E. T. Francis, sales manager of 
Converted Rice, Inc., Houston, has 
been appointed vice-president in 
charge of package sales. The 
company’s fall and winter adver- 
tising plans for Uncle Ben’s con- 
verted rice includes color ads in 
Good Housekeeping, Ladies’ Home 
Journal, Look and Sunday news- 
papers, in addition to black-and- 
white ads in 62 metropolitan daily 


papers. 


POINT OF SALE 


ADVERTISING 


Colorful ~ Self Adhesive - Cellophane, processed 
in Rolls. Easy to buy - Basy to apply - used for 
Packaging - Point of Sale advertising - Parts mark- 
ing and Aircraft Wire terminal identification. 


TOPFLIGHT. TAPE CO.- YORK, PA. 


Group: 


“It puts the market in — 
yourlap!l’’ Aska 
Hearst Advertising 
Service Man about 


Sales Operating in 
the Southern Califor- 
nia Market.” 


307 N. MICHIGAN AVE., CHICAGO 1, ILL. 


eat iFe it, oe - 


bd ek a] 


knows the answers, and it has com- 
piled them with basic sales-manager 
strategy into a volume that puts that 
market in your lap—SALES OPERATING 
CONTROL IN SOUTHERN CALIFORNIA. 


Said an executive for a Large Automobile 
“We consider your Sales Operating Control so 


well done that we expect to use it as a sort 


of ‘sales bible’ 


for our expansion program.” 


~ WHERE PETROLEUM PRODUCTION IN LOS ANGELES 
BASIN ALONE TOPPED ALL RECORDS LAST YEAR 
WITH 121,000, 


Ask the Los Angeles Examiner any- 
thing about its fabulous market. It 


OOO BARRELS! 


The Los Angeles Examiner delivers 
a larger audience seven mornings a 
week than any other newspaper west 
of Chicago, and delivers it in a 
nationally - recognized top - bracket 
market. On top of that, the Examiner delivers 
market-strategy-data that helps you get more 
volume, faster. Put the Examiner down as a 


must for selling America’s third largest market. 
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; Nebraska and ten South- Gardens ........... 144.4 91,257 146.0 92,277 YOUTH | o 
d , : I : Christian Herald... 29.5 12,661 31.3 13,431 | The American Girl.. 22.1 9,489 19.5 8,370 for pi 
rug or grocery stores. western owa counties, a eee / : 5 8.1 5,508 45 3,071 Boys’ | a 20.0 13,590 23.5 16,149 Freed 
. Metropolitan area popula-| *Coronet ............. 7.0 1,274 eeeee eee | Calling All Girls 33.9 14,524 29.6 13,677 which 
; tion estimated at 353,000,| Cosmopolitan ........ 57.3 24,561 63.1 27,077 | Child Life........... 3.1 1,351 5.3 2,281 ; 
Join the company of famous trade- 9999.1) Dell Detective Grp... 13.7 5,884 13.7 "363 | Open Road.......... 20. 8.896 14.2 6,087 with 
ms “ World’s second livestock Dun's Review se 53.8 22.596 51.7 21,727 7 150.6 102,391 166.9 113,467 rates 
° Whi _| Eagle Magazine ...... 2 1,326 3.7 1,563 : 
marks . . . they take our “ready-made —- es o wiiben Sob auger: iso $436 -: 3’o42 | Total Group....... 250.4 150,241 259.0 159,081 tion: 
‘ : . . eee Ss cos ek bow 3 17,850 15.5 10,540 COMICS MAGAZINES 
market testing... and tailor it to suit production and processing | Esquire (Nat!.)....... 53.6 36,050 82.7 55,552 | *Archie Comic Group 5.0 | ae see oy 
‘ agricultural products Extension ........... 16.0 10,939 13.9 9,556 | Famous Funnies..... 4.0 1,548 5.0 1,935 work 
their needs. . — PEER wortriabads> 126.5 79,948 124.8 78,842 | Fawcett Comics...... 4.5 1,701 8.0 3,024 non-p 
Effective buying income | Grade Teacher, The... 44.1 19,442 41.3 18,207 | “Harvey Comics...... 7.0 2,646 2.0 156 
of trading area almost a a aml Magazine. ay: ate ag By Marvel Comie Group of lab 
: * ~ ae i: .iend eee ée-s'e.e ef bs x Total 3 Units).... 18.8 7,118 6.0 2.26 
; Follow their lead ... take your pick of __ billion . .. Omaha whole-| House Beautiful - - *' 114.6 72,480 123.0 77,762 | *Red Unit......... 4.5 Oe hata | * segs “a = 
a c if sale sales 1947... 1% House & Garden pee 108.2 68,410 119.1 75,260 *Blue Unit....... 7.3 ES | ices the b 
“Wh: mprovemen a J 71 23.6 10,132 ° ee f ee ““aaevs | “awe i 
the dozen representative test cities... _ billion. iecretier sarees: ry RS ee Ee én 2,646 whick 
Cedar Rapids Svracuse Omaha OMAHA WORLD-HER.| Macfadden Men’s Grp. 11.5 4,927 14.0 5,987 (Total 2 Units).... 9.0 8,402 14.0 5,292 space 
e p --- Oyrac tee ana. ALD gives 100% blanket sroshenes ESustented. . uy pated a ryt ~ oo ae 5.0 1,890 8.5 3,213 3. 1 
: oO aa 3. " y A * i rade 0 512 . 2,075 
; ty. . coverage of Douglas| National Geographic. 40.8 9,657 37.0 “3,764 | Polly Pigtails -...... 9.8 3/879 29 3.618 bette! 
Quickly thriftily let us give County (Omaha) and| Nation’s Business .... 31.3 13,418 42.9 18,401 | 3Premium Group of pense 
ass “ee read by better then every Nature Magazine .... 2.4 1,016 3.9 1,675 Comics 2.0 758 2.3 880 
: , y better OP  cideha cand ahes +’ 40.0 27,200 29.8 20,280] *Tex Granger........ 2.1 846 2.4 930 setter 
you an accurate reflection of what will — other family in 103 Ne-| Popuiar Mechanics ||! 164.5 $6,844 155.5 $4,882 | Thrilling Comics ciphe 
h t les ol anal ll braska-Southwest Iowa rPopular Fiction Group aes siete o. ° ” Saan I ores vaccces 2.0 756 40 1518 = 
Oo Ss Z toatl opular Science ...... , s 142.1 $1,839 | a* : a5 4 54) 
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SEE sesvadabet sss 26.6 11,429 28.1 12,044 q i 
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ce Illustrated. ... 23.0 9,660 17.4 7,328 ; , 56.75 type- 
Sport ..........02 0. 144 Rot 16.4 ae Seow... Ss Se St iin A 
Se etet aL ok ls 3. 5,151 83.0 9 , ew s-7 epeelieg senda oliatia . ryt yt rint 
urgoyne \ yrocery &5 rug ndex Thrilling Fiction Group 123 «2761 «ALS “gene | Christian Advocate. 111 4.678 15.9666 PP 
Town & Country...... 113.3 76.111 133.5 89681 | {Collier's .,......... 134.9 91,739 183.2 124,579 time 
| Byer 32.4 14.065 32.7 rt) ae 61.4 26,333 81.4 $4,911 5. | 
j Se 14.5 6,236 ‘9 : Pn Peveboneredeos ‘ 11, 5. 959 
DIXIE TERMINAL CINCINNATI 2, OHIO ~~ shee i = a glppeneennnennte 23.0 24,197 25.5 26,744 | + mum 
eee Liberty eeoeeresserere 13.8 5,922 22.3 9,563 reaso 
Total Group ........ 2,150.9 1,056,176 2,168.9 1,070,882 —- settee eeeeeees 7. pt yo *: a gt ful o 
WOMEN SPOOR cee eseeeessesse . ° le stot 
NT is ou dee es +n 186.2 79,865 192.3 82,511 Now York Times —_ — — know 
——— OL eda 140.2 60,143 = 153.8 65,780] Magazine .......... 110.5 93,946 96.2 81,806 6. | 
te Teens 177.7 76,256 166.7 71,521 |) New Yorker.......... 151.8 65,129 179.1 76,843 er as 
25TH ANNIVERSARY WERE WICHITA, KANSAS (Meek)... +... 26.7 11,468 «= 28.9» s(10,260 | pathander .-.-.----. <7 ote <i tame 
*All Editions .. 43.4 18,598 41.9 eet es ’ 7 ‘ f 
a ca Bazaar ... or 117,103 213.6 135,006 Post J 235.4 160,056 309.1 210,151 r " 
a eR ee 9. 13.444 20.5 14.268 - iasiee of ‘ , : . en 
Vag © 5000 WATTS DAY AND NIGHT | tifmuchsla 06 60s osis0 oo a.?)stw.esed pprny Review of =a 8,680 36.0 —«-18,446 C 
_* “Intimate Romance. . 22.0 Me. tehgue 22 Picea Sporting News...... 22.6 24,193 18.3 19,578 — 
Ladies’ Home Journal. 159.7 108.576 152.7 102.799 | This Week Magazine. 55.2 46.870 48.7 41.366 form 
Mademoiselle ........ 201.7 86.515 239.7 102.817 | 27; : r : "132 
MeCall’s ~~ ate oe 02-817 | 2Time «.. aes. 258.6 108,591 239.8 100,732 urge 
ROSES} > 8 ' , : , 1U. S. News & World . 
Modern Romances - g rint 
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+ pa - “maaan (F).. 42.2 18.096 38.0 16,282 *Not included in totals. "Page size changed. >September- wage 
Movie “Lif cree eeeere 25.1 10,781 29.0 12,437 | October 1948 issues combined, 1947 figures for October. a pul 
Movie Sh SB seceseens 35.8 15,359 35.5 14,253 | eSeptember—October issues combined. ‘4August—September 
; ee Bee 2s oesees 24.0 10,309 25.6 10,992 | issues combined 1948. 1Four issues 1948; five issues 1947. ?Fiv: 
a ie — Parade. 35.8 15,373 32.2 13,824 | issues 1948; four issues 1947, 31948 three monthly, one bi-monthly 
Pareute’ MNLY. Metro _ ae 36.9 15,804 | 1947 four monthly, one bi-monthly. gma 
Seep 116.8 50,117 103.9 44.572 | CANADIAN 
Parents’ (Nat’l)..... 109.5 46,956 95.3 40,865 ——1948 — 1947 
Personal Romances. . 38.0 16,306 25.3 10,842 Pages Lines Pages Lines 
Photoplay (Mac).... 55.9 23,974 58.8 25.227 | Canadian Home 
Radio Mirror (Mac).. 36.1 15,482 36.6 15,720 pO PT 55.3 37,591 61.9 42,11 
*Real Romances..... 21.4 9,168 18.8 8,081 Canadian Homes & 
“Real Story........ 21.4 9,168 18.8 8,081 Gardens .......... 53.2 35,751 65.6 44,08 
Sereen Guide. ... 25.1 10,781 29.0 12,437 | Chatelaine .......... 55.7 37,879 63.7 43,28 
Screenland srttteeeeee 23.6 10,115 23.5 10,071 Maclean’s (2 issues). 82.9 56,354 95.7 65,07 
eee Stories...... as ye 42.1 18,058 | Mayfair ............ 73.5 49,375 83.6 56,16 
Se 3. 10,075 20.5 8.654 i 
Silver Sereen........ 23.4 10,060 23.2 9.945 “ae ware 87.2 25,299 87.3 25,37 
Today's Woman... ... 31.7 12.596 20.5 8,818 | Revue Moderne, La.. 33.9 23,020 38.6 26,2 
True Confessions (F) 44.1 18,925 43.9 18,839 | Revue Populaire, La. . 42.6 ° 29,848 46.2 32,31 
vi Reeeeees 99 50.190 ore noes *Samedi, Le......... 23.2 16,240 30.7 21,47 
True Love & Romance ; pi a3 _ tal Group....... 457.5 311,857 523.3 —=«-355, 08 
a ts a8.1 16.339 36.7 oe a a obit , 
SPECIAL OFFERS It is mot happenstance that True Romance (Mac) 40.1 17,194 89.2 16,807 | 1*Canadian National Weekend Newspapers é 
special-offer advertisers get out- True Story.....-.... 60.1 25.800 58.9 25.281 (Rotogravure Linage) 
Vogue (2_ issues) 398.5 204,461 854.0 228.749 La Patrie........... 30.0 29,751 34.4 84,45 
standing results over KFH. All commercial messages on KFH Woman’s Day (Nat'l) BR.1 24.054 B1.1 21.91% | Ta Presse........... 27.4 27,380 45.1 45,10 
receive full listener attention but it is the special-offers, Gea. teeeeees 59.1 25,341 53.8 23.191 | Montreal Standard... 32.2 32,203 39.3 39,36 E 
capable of being checked against results, that give conclusive Companion er 81.6 55.519 82.0 5R.769 ee WEEE +++0s se — —- ccna 62.7 59.6 X 
proof of KFH effectiveness. The reason? It is simply because Total G “Sone Laan ts om Total Group....... _ 132.6 130,191 181.5 178,52 
the audience stays put at 1330 on the dial. KFH production — See. acai RAZAVG = 2.742.9 1,884,284 *August linage. 1Four issues 1948; five issues 1947. 
policy does not drive them away with poor announcing or 4 
long, tiresome, local commercials on station breaks. Station Runey Ad Service Opened many of the membership-identi- have subscr ibed to the concert. Th 
produced programs are carefully screened to be sure they Runey Advertising Service has |fying devices in photographs and eo beng seen Me ge 
have entertainment value equal to CBS standards. been opened in the Merchants |!ists publications —— wie 3 ee ee a 
: Bank building, Elmira, N. Y., of- |2Vailable from cooperating organ- of classical recordings, featurin; 
: * * Time buyers are urged to ask for evidence — feri i to on srtisi d izations on fire and accident pre-| Mr. Taylor as a “long hair” dis 
a any Petry man can supply it. ering a complete advertising and | vention subjects. jockey (AA, Aug. 2). 
publicity service designed espec- 
ay Ot Se Yankee Takes Taylor Show Vladimir Shifts Staft 
TOP HOOPERATED OUTLET FOR YOUR ADVERTISING MESSAGE I p ti Book The “Deems Taylor Concert,” Thomas M. Mullins, formerly as- 
’ 2 . . . 
CBS IN WICHITA, KANSAS, 1330 Kc. |‘SSUeS agen ; or produced by Radio Features, Inc. sistant to the executive vice-presi- 
“Agency Promotion,”’a 20-page [iden tne ee chanel b: the dent, has been named assistant t 
illustrated manual listing the 23 st : . f the Y “ N rd k the president of Irwin Vladimir & 
KFH IS THE RADIO VOICE promotional aids available to its ations of the Yankee Network, | Co., New York. Gilbert Burton anc 
OF THE WICHITA EAGLE 25,085 member agency firms, has plus stations in San Francisco, Seymour Kagan have been elevatec ——— 
been published by the National | Chicago, Seattle, Dallas, Memphis|to the positions of assistant pro- 
REPRESENTED NATIONALLY BY PETRY Association of Insurance Agents,| and Washington. Toronto and/duction manager and_ assistant 
New York. The booklet shows! seven smaller Canadian cities also| media buyer, respectively. 
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Olin Freedman Lists 
Six Ways to Reduce 
Printing Costs 


CuicaGo—Increased cooperation 
between publisher and printer to 
improve the efficiency of letter- 
press printing operations will do 
more to check the rising costs of 
printing business papers than will 
use of offset, Vari-Typing and 
faster presses, Olin E. Freedman, 
technical consultant to printers 
and publishers, said last week. 

Addressing the first fall meet- 
ing of the Chicago Business Pa- 
pers Association, Mr. Freedman 
said that smaller presses with 
20% to 30% more speed would 
shorten printing time but that 
the cost of such presses is two or 
three times higher than before the 
war. Use of Vari-Type for busi- 
ness papers is not practicable be- 
cause of the high cost of cameras 
and engraving equipment that 
must be used, he said. 


ws Asserting that printing costs 
for publishers have doubled, Mr. 
Freedman listed these ways in 
which publishers can cooperate 
with printers to lower hourly 
rates and speed printing produc- 
tion: 

1. Study means of dovetailing 
work and otherwise reducing 
non-productive time on the part 
of labor. 

2. Don’t be slow in ordering 
the breaking up of old forms, 
which require costly storage 
space. 

3. Produce cleaner copy with 
better layouts. “Considerable ex- 
pense is incurred when the type- 
setter frequently must stop to de- 
cipher dirty copy or to query 
the foreman for instructions on 
type faces and sizes.” 

4. Accumulate copy in one 
type-face before sending to the 
printer. Changing faces. takes 
time for the printer. 

5. Hold alterations to a mini- 
mum, largely for psychological 
reasons. “Printers are not as care- 
ful on the first proof when they 
know that alterations are likely.” 

6. Get instructions to the print- 
er as far in advance as possible. 


a Mr. Freedman, former presi- 
dent of Production Standards 
Corp., publisher of production in- 
formation in the graphic arts, 
urged publishers to help keep 
printers financially stable by sup- 
porting their resistance to new 
wage increases. He said that when 
a publisher takes his work from a 
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union plant that has shut down 
to a union plant that is operating, 
he helps the union. This, he said, 
is because unions assess working 
printers 442% of gross income to 
aid the fight for higher wages. 


WRUL Adds Carlson 


Richard Carlson, formerly as- 
sistant general manager of Sta- 
tion WLCR, Torrington, Conn., 
has joined the continuity depart- 
ment of Station WRUL, Boston. 


Frank Smith Names Northrop 


R. D. Northrop Co., Boston, has 
been appointed to direct the ad- 
vertising of Frank Smith Silver 
Co., Gardner, Mass., manufactur- 
er of sterling tableware. 


Trim Tred Shoes Are 
Co-Sponsored in Dailies 


The Roberts, Johnson & Rand} 
division of International Shoe Co., | 
St. Louis, has launched a coopera- | 
tive newspaper campaign to pro- 
mote tts Trim Tred shoes for 
women, co-sponsored by a num- 
ber of dealers in each market. 

The newspapers getting the 
initial test campaigns include the 
Chicago Tribune, Minneapolis 
Star, Portland Oregonian, St. 
Louis Post-Dispatch and San 
Francisco Examiner. Five ads are 
appearing in each paper over a 


60-day period, ranging from quar- 
ter to half pages, some in color- 
gravure. Krupnick & Associates, 
St. Louis, is the agency. 


TO THE PUBLISHER INTERESTED IN A TOP NOTCH ADVERTISING 
SELLING ORGANIZATION IN THE MIDDLEWEST 


A publishers’ representative organization with a successful advertising 
sales record—and a selling organization of four top-notch advertising 
salesmen—who have the best advertising and agency contacts—with 
headquarters in Chicago and now selling in the territory west of Pitts- 
burgh to Denver, and the Twin Cities to Dallas—are now interested in 
talking with one good publisher of a general or trade publication who 
wants to build real advertising revenue in this territory. 


We are only interested in a publication that is well financed—has an 
aggressive editorial policy—good circulation—and can be mutually profit- 
able for publisher and sales organization on a long term basis. 


We are not interested in any short term, speculative publication ventures. 


Box 7167 Advertising Age 
100 East Ohio Street Chicago 11, Illinois 


You 


can’t lose 


Pardon our brass... but here are the facts... 


Better than 4 out of 5 Newsweek readers 
are leaders in business, industry, and the 
professions . .. by far the greatest concen- 
tration of any general magazine ... at the 
lowest cost per thousand. 


Even more important, the average an- 
nual income of Newsweek families puts 
them in the top 4% of the nation. 


Newsweek selects this top-flight audi- 
ence with an editorial technique un- 
matched, unattempted, in the publishing 
world. An approach that goes far beyond 
mere reporting of the news. 


For, among other things, it gives you the 
signed opinions of such unbiased expert 
analysts as Raymond Moley on politics, 
Ernest K. Lindley on national affairs, 


in a one-horse race 


Joseph B. Phillips on foreign affairs, Henry 
Hazlitt on business and finance, General 
Carl A. Spaatz on the military scene. Ex- 
perts who, week after week, give the back- 
ground, the present, the all-important future 
developments, of the vital news of the day. 


Yes, for the alert advertiser, in all truth 
it's a one-horse race where Newsweek is 
concerned. 
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Newsprint is the raw 
material of newspapers. 
Every day over 15 trucks 
rumble up to the Journal- 
American platforms dis- 
gorging 225 rolls of news- 
print. Each truckload, 
approximately ten tons, 
furnishes just about 
enough paper to print 

single sheet of the daily 
Journal-American. 
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EET OF NEWSPRINT 


WEIGHS 10 TONS 


and /OO,0O00 New Yorkers 


carry it home each evening 


HERE: in concrete terms, is tangible evidence of Journal- 
American popularity among New York’s home-going 
millions. Ten tons of newsprint, virtually equivalent to 
the truck load pictured on the left, are required to turn 
out one single sheet of the daily Journal-American. An 
average of nine carloads of newsprint are consumed 
each day by the Journal-American’s hungry presses. 


A heavy favorite with New Yorkers, the Journal-American 


is preferred nearly two to one over the second evening 
newspaper. Taken home and read at home, it carries 
sales weight that completely overshadows competition 
. .. does a thorough selling job on 700,000 family groups. 


Such market-wide influence, such concentrated home 
influence, represents your most powerful selling force 
among evening newspaper readers in the world’s top 
community of homes. 


YOUR STORY STRIKES HOME IN THE 


+ 


AN }} PEOPLE 7 > 


oo. 


Ric 


SVAN AMERICAN Hf 
—* 


A HEARST NEWSPAPER 
NATIONALLY REPRESENTED 8Y HEARST ADVERTISING SER-ICE 


Six Months Circulation 
for period ended March 31, 1948 


* 
EVENING 


211,469 


SUNDAY CITY 
AND SUBURBAN 


1,001,961 


SUNDAY TOTAL 


1,262,085 
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Hoover Commission 
Completing Monumental 
Government Study 
WASHINGTON—When the 81st Con- 
gress assembles in January, mem- 
bers will find on their desks some 
highly important — and perhaps 
“radical” — suggestions from the 
special non-political commission 
under former President Herbert 
Hoover which has spent the past 
12 months looking for ways to 


By STANLEY E. COHEN, Washington Editor 


improve the efficiency of the ex- 
ecutive arm of the government. 

Recognizing no party lines, the 
Hoover commission includes four 
presidential appointees; four 
named by the president of the 
Senate and four by the Speaker 
of the House. Some 250 leading 
citizens from all walks of life 
serve as volunteers on its 22 “task 
forces” delving into such problems 
as the government’s setup for 


handling statistics, national de- 
fense, social security, or its mul- 
titude of lending agencies. 

The studies are monumental; 
Mr. Hoover says they are already 
more than any one man could 
read in a lifetime, while continu- 
ing to earn his living. And the 
results will probably be so tech- 
nical that only a few—such as 
the probable recommendations of 
a larger presidential cabinet—will 
get into the general press. 

The first of the 22 task forces 
reported back last week with a 
preliminary plan from the man- 
agement engineering firm of 
Robert Heller & Associates, calling 
for administrative reforms and 
increased mechanization of the 
postal service. This and other pre- 
liminary reports remain confiden- 
tial, as the basis for the sugges- 


ete 
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tions which are to go to Congress 
this winter. 

Though this is by far the most 
exhaustive review of government 
ever made, it is not the first. Every 
President since William Howard 
Taft has submitted reorganization 
proposals, but in general Congress 
pigeonholes the plans because they 
have a deadly consistent habit of 
breaking down the cozy little pri- 
vate empires carved out within 
the executive branch of the gov- 
ernment by champions of special 
interest groups. 

* * * 

Though lavish entertaining is no 
novelty here, Eastern Airlines 
made a noticeable splash by pre- 
miering its “public relations” film 
“Air Power is Peace Power,” be- 
fore 600 big bigwigs and little 
bigwigs following a buffet supper 


Ticket to a Style Show (Washington, D. C.) 


fussione Block All sae = 
Trains to 2 Million Germans and - 
Allies in Western Areas of Berlin, ss #1 
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==> _ out of wardrobe again. 


ae 


4 beeeeres of a bey 


Represented nationally by 
Dan A. Carro.t, 110 E. 42nd St., NYC. 17 
Tue Joun E. Lutz Co., Tribune Tower, Chicago 11 


Mother remembers she just hasn’t 


a thing to wear. The kids are fresh 


Dad decides 


> his “best”’ suit won’t last another season. 
So the whole family turns to the adver- 
tising and feature columns of THE STAR 
for its home-delivered style show. 
THe Strar’s Evening and Sunday clothing 
store display advertising in 1947 was 
well ahead of all other local papers—with 
a total of 3,670,434 lines. National advertisers 
who follow the lead of Washington retailers 


capitalize on a good Washington habit. 


The Washington Star 


Evening and Sunday Morning Editions 


at the Hotel Statler. The filn, 
itself was dismissed by one gov 
ernment official prominently con 
nected with a government agenc 
interested in aviation, as “to, 
much Rickenbacker,” and “to 
many technicolor shots of Easter 
Airlines planes.” But the even 
gave Eastern’s President Eddi 
Rickenbacker a forum for a 40 
minute speech on airpower whic! 
made news wires from coast t 
coast. 
% * °K 


The three big farm organization 
—The Farm Bureau Federation 
National Grange and Nationa 
Council of Farm Cooperatives— 
issued a joint statement promising 
lower food prices in the near fu- 
ture. The price prognostications 
were merely a “news hook,” how- 
ever, for a much more fundamen- 
tal subject covered in the release 
—the need for continued govern- 
ment subsidies in the form of a 
price support program. Fearing that 
the price support program may 
become the “goat” as the political 
parties attempt to alibi food prices 
this fall, the organizations care- 
fully put into their statement a 
prediction that the price support 
program—by encouraging high 
level production—actually has 
kept prices from going as high 
as they might otherwise have done. 
On the counter-attack, the farm 
groups claim “reduced prices for 
farm products can only partially 
be reflected in reduced food prices 
as long as the costs of processing, 
transportation and distribution re- 
main at present levels or continue 
to rise.” 

* * * 

The National Association of 
Home Builders, which substantial- 
ly achieved its legislative purposes 
during the 80th Congress—removal 
of government controls, and de- 
feat of proposals for public hous- 
ing—is up in arms over the Detroit 
speech of former Governor Harold 
Stassen, which highlights the low- 
rent housing and slum clearance 
program carried out in New York 
State by Republican candidate 
Thomas E. Dewey. Assuming that 
the Stassen speech has an okay 
from the Dewey high command, 
the home builders anticipate new 
struggles with the public housing 
issue even if—as is widely as- 
sumed—there is a change of ad- 
ministration. 

The home builders also seem to 
have problems. Now that th 
Congress has passed housing legis- 
lation tailored entirely to their 
liking, administrative agencies are 
taking their time approving cer- 
tain permissive sections which arc 
considered essential by the build 
ers. Current debates range abou! 
the Veterans Administration’s de- 
lays in taking advantage of « 
section permitting it to allow 
veterans to pay 442% instead of 
the previous 4% for home mort 
gages. With lenders unwilling t» 
issue loans to G. I.s at the old 
4% rate, the builders say th: 
veteran will benefit greatly if h: 
is permitted to pay the extr 
one-half per cent. 

* * * 

Postmaster General Jesse Don 
aldson, who was hailed as the firs 
“career postal employee” to be ele 
vated to cabinet rank, has emerge: 
as a fire-and-brimstone campaign 
er for President Harry S. Truman 
Before a Democratic outing a 
Providence, R. I., recently, he re- 
vealed what few had realized be- 
fore—that the Truman-Donaldsor 
friendship goes back many years t« 
a day just after World War I, wher 
Mr. Donaldson was a Kansas Cit) 
post office official and Mr. Truman 
a Kansas City haberdasher. 


Jack Lloyd Joins WREN 
Jack Lloyd, formerly station 
manager of WACE, Chicopee, 


Mass., has joined WREN, new sta- 
tion in Ware, Mass. Ralph Robin- 
son succeeds Mr. Lloyd at WACE. 
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@ Here is a custom-made audience of 25 million 
American men, ready for you on the silver screen 
of television. These are men who have proved their 
active interest in hunting and fishing by purchasing 
50 million dollars worth of hunting or fishing 
licenses in 1947—who have proved they have 
money to spend by investing more than 3 billion 
dollars last year in hunting and fishing equipment. 


But they’re not the entire audience. FIELD & 
STREAM OF THE AIR will appeal to more than 
this army of hunters and fishermen alone. It will 


also be of interest to every red-blooded man 
(and boy) because of the drama and excitement of 
the African jungles, the big game fishing of the 


w 
South Seas, the tarpon and tuna tournaments, 
a PW : | | national trapshooting championships, field 
trials, etc. 
We selected Field & Stream as the only source in 
America that has this reservoir of motion pictures, 
| F | FY g ( N g d ( W and the wealth of knowledge in the outdoor field. 
Authentic, complete, exciting 
This program will be authentic in every detail. 
The Publisher and Editors of Field & Stream will 
~) a rod, gun, and canoe, but will also appear on the 
‘\A & ream program to answer authentically the 1001 
outdoor questions. 
It’s a show jammed with excitement that only 
FIELD & STREAM OF THE AIR will be a film 


not only demonstrate in the films how to handle 
series, to run 15 minutes weekly. 


It’s a natural for sponsorship by an advertiser with 
a product that has mass appeal to men. An audition 


film is now available. Contact: 


WORLD VIDEO, INC., 718 Madison Avenue, New York 21, N. ¥. 
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Lindeke Names Maxfield 


Wm. T. Maxfield, formerly 
manager of the Los Angeles office 
of Esquire, Inc., has been named 
vice-president of Lindeke Adver- 
tising Agency, Los Angeles. 


‘Mirror’ Appoints Haze 


W. H. Haze, formerly manager 
of the Los Angeles office of Conde 
Nast Publications, has been ap- 
pointed advertising director of the 
new Los Angeles Mirror. 
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‘Supers’ Institute 
Picks Don Parsons 
as Executive Head 


New Yorxk—Don Parsons has 
resigned as vice-president and di- 
rector of Federal Advertising 
Agency, New York, to become 
executive direc- 
tor of the Super 
Market Institute, 
an association of 
operators of 
4,100 supermark- 
ets throughout 
the country, Sid- 
ney R. Rabb of 
Stop & Shop, 
Inc., president of 
the institute, has 
‘ announced. 

Mr. Parsons, 
who will make his headquarters 
temporarily in Boston, is the first 
full-time executive head of the in- 
stitute. Until now these duties 
have been carried on by M. M. 


Don Parsons 


Zimmerman, publisher of Super 
Market Merchandising. The insti- 
tute was organized in 1937. 

For the past two years Mr. 
Parsons has supervised Federal’s 
service to the institute as public 
relations counsel. Formerly in 
charge of merchandising, pro- 
motion and research for McCall’s, 
he joined Federal as merchandis- 
ing and research director in Oc- 
tober, 1941. 

He is credited by C. E. Hooper 
with contributing to the creation 
of the formula for Hooperatings 
of radio programs. He also con- 
ceived and executed the Qualita- 
tive Study of Magazines, on who 
reads magazines and why, which 
received an advertising awards 
medal for research in 1939. 


Howe Named V.P. 

Lawrence C. Howe, formerly 
director of promotion of the At- 
lantic Monthly, Boston, has been 
named vice-president and di- 
rector of Van-Houten-Rankins Inc., 
Detroit, automotive sales prorno- 
tion firm. 


as a primary means of 
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EYE- 


CATCHING 


you, too, should use 


Mr, Morton L, Clark, President 
Artkraft Mamfaecturing Company 
Lima, Ohio 


Dear Mr. Clark: 


cutout sign. 


Swett O1t Company 


mconronateo 


50 West SOrm Sracer 
New Yorn 20 


Tt is hard to think of a business in which eye-catching, all- 
weather indication is sore important than in retailing gasoline and other 
automotive products through the roadway service station, Primary means 
of thie indication is, and has been for many years, the familiar Shell 


Our relationship with Artkraft, supplier of these signs, has 
deen excellent and most gratifying over the long period of time we have 
Gealt with you. I should particularly like to compliment you on your 
service, and the personal consideration you have accorded us at all times, 


October 23, 1947 


Very truly yours, 


UN tulid 


W. EH. Bratches 
General Manager 
pa oll 


DEALER SIGNS 


MAKE YOUR NATIONAL ADVERTISING ° 
5 TIMES AS EFFECTIVE — 
Increase your sales 14.6% ** 
For over a quarter century we have regularly served leading mer- 
chandisers, including Red & White Food Stores, Westinghouse, Western 
Auto, Frigidaire, Delco-Heat, Shell, A & P, Pittsburgh Paints, Lowe 
Brothers Paints, Dupont, General Electric, and many others. 


SIGN COMPA 


Division of 4r2t2a4¢* Manufacturing Corp. 
Lima, Ohio, U.S.A. 


900 Kibby Street . 


FREE! 


LITERATURE 


Dealer Sign Program” 


“How To Set Up a Successful 


* 


Certified audited records show Artkraft* 
signs to be 999/1000 perfect over a period of 
years. Artkraft* has again set the pace with an 
entirely new insulator for its neon displays, an 
exclusive feature that can be found on no others. 
It is short-proof and positively eliminates 
flicker from neon signs for the first time in his- 
tory. This new insulator is made of boro-silicate, 
a heat-resistant glass, and is of the same type 
used in high voltage transmission lines. It has 
a stainless steel clip for holding the open bus 


bar—another Artkraft* innovation—as well as 
a stainless steel base. 


’ THIS COUPON FOR YOUR CONVENIENCE 


“SIGNS! 


W. H. BRATCHES 


NY 


) Please send, 
information on how 
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~~ 


hn a ee 
z 
3 


o 2 
< 3 


| (lathe fe: SIGN COMPANY 


Division of Arntkraft’ Manufacturing Corporation 
‘900 Kibby Street, Lima, Ohio, U. S. A. 


without obligation, 
t 


We are interested in a quantity of outdoor dealer neon signs. 


We are interested in a quantity of Porcel*-M-Bos'd store front signs. 


eevee eeeeee 
eoeoeseeeeeeeen 


o+ree ee ewes 


details on Artkraft® signs and 


© set up a successful dealer sign program. 


Pe 


QUALITY PRODUCTS FOR OVER A QUARTER CENTURY 


*Trademarks Reg. U.S. Pat. Off.—**Proved by actual audited research 
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AUGUST SALES OF CHAIN STORES 


———August——_——.% Gain ——_—__8 months —,% Ga n 
1948 1947 or Loss 1948 1947 or Lo « 
Food Chains 
Se $ 11,603,686 $ +21.0 $ 91,108,274 $ +210 
DT idl. 6h sea ben 60,115,296 655,470,724 +8.0 496,558,207 456,837,562 4+: 9 
National Tea ....... 20,415,005 15,720,007 +29.9 164,362,108 123,698,044 +3: 8 
PT onéestus cade 87,113,973 78,609,095 +-10.8 819,556,268 699,894,993 +17 | 
Group Total ...... $167,644,274 $149,799,826 +-11.9 $1,480,476,583 $1,280,430,599 +15 
Mail Order 
‘Montgomery Ward.. 108,902,544 97,333,752 +-11.9 714,768,636 644,001,569 +-11 ) 
‘Sears, Roebuck ..... $193,818,128 $157,404,627 4-28.1 $1,315,898,671 $1,067,055,953 +23 ; 
GE Gad oe0 os ceed 10,917,270 9,474,087 +-15.2 79,155,826 73,152,502 48> 
Group Total ...... $313,632,942 $264,212,416 4.18.7 $2,109,823,133 $1,784,210,024 +418» 
Drug Chains 
SS $ 1,119,653 $ 1,203,266 —6.9 $ 18,376,948 $ 18,626,607 —1 « 
OS ere 3,803,393 .749,889 +1.4 29,718,608 29,516,666 +07 
ere 14,031,007 18,184,204 +6.4 105,927,315 99,069,010 +65 
Group Total ...... $ 18,954,053 $ 18,137,359 +-4.5 $ 149,017,866 $ 142,212,283 444. 
Variety and Miscellaneous 
1Angerman Co. ..... $ 786,271 $ 588,219 433.7 $ 5,076,096 $ 3,901,872 +30 
Beck, A. S. Shoe.... 2,539,454 2,950,422 —13.9 26,657,230 27,146,137 —1 
Butler Bros. ....... 13,055,739 8,479,411 +-53.9 85,808,880 70,479,836 +21... 
Consolidated Retail 
Pere 2,628,970 2,188,408 +-20.1 20,885,677 18,746,624 +-11.4 
*Diana Stores ...... 1,278,648 Ln nn eacneees  atilalente . 
Edison Bros......... 5,265,632 5,462,047 43.6 47,838,439 44, 157, 717 48.: 
Fishman, M. H...... 688,060 680,958 +1.0 5,066,801 4,780,355 +6.0 
Gamble Skogmo, Inc. 13,260,656 11,602,666 +-15.3 98,305,075 90,243,950 4.8.9 
i |} See 16,147,867 16,683,070 —3.2 131,389,465 127,360,511 +43.1 
* are 7,834,231 7,155,625 +9.5 62,102,789 48,221,918 +8.0 
‘Interstate Dept. 
NE os cdanceroee 5,195,894 4,868,513 -+6.7 36,063,191 $3,048,148 +49.1 
Ss Gs Biccosesce 20,292,248 20,018,530 +1.4 165,108,894 154,448,963 +6.9 
DU We Mivevivecees 12,876,873 11,152,716 +-15.5 95,556,482 92,309,876 +3.5 
.  =_ereprver 8,496,224 7,662,382 +-12.3 68,664,601 57,998,471 +.18.4 
Pe A eeesc¢oress 7,285,907 6,571,153 +-10.9 K6,472, 225 K1,.804.520 19.9 
‘McLellan Stores. . 4,165,254 4,149,657 +0.4 28,268,972 25,282,625 +-11.8 
Melville Shoe........ 4,898,256 5,013,354 —2.3 46,738,361 44,174,823 415.8 
1Mercantile Stores .. 8,566,700 8,187,400 +4.6 62,958,400 58,301,100 +8.0 
Murphy, G. C........ 10,126,944 9,262,608 +9.3 78,469,965 68,103,002 +.15.2 
Neisner Bros........ 4,403,828 3,754,599 +-17.3 32,278,335 28,241,563 +.14.3 
DP a eee 69,610 541 61,928,268 +.12.4 498,320,230 437,506,644 +.13.9 
Rose’s 6-10-25 ...... 1,302,648 1,199,174 +8.6 9,162,236 8,571,246 +6.8 
Western Auto....... 12,517,000 11,572,000 +8.2 80,221,000 75,692,000 44.6.0 
Woolworth, F. W.... 44,737,732 44,195,572 41.2 362,419,395 337,696,223 -+7.3 
Group Total ..... $276,682,929 $255,226,747 -+-8.4 $2,103,932,749 $1,908,218,124 4.10.3 


Combined Total. . 
*Not included in totals. 
4Seven month period. 
"Eleven month period. 


.$776,914,198 $687,376,348 +13.0 $5,843,250,331 $5,115,071,030 +14.2 


N. Y. Premium Show 
Gets 191 Exhibits 


New YorK—With 191 exhibit 
lines by 220 exhibitors at the New 
York Premium Show at 71st Regi- 
ment Armory, Park Ave. and 34th 
St., Sept. 20-24, eastern premium 
producers and users launch a full- 
scale attack on Chicago’s leader- 
ship in this estimated $700,000,000- 
a-year industry and advertising 
medium. The last premium show 
was held in New York in 1941. 

At a press conference on Sept. 
13, Arthur Tarshis, manager, pro- 
claimed the show as “the biggest 
ever held in the industry.” It will 
be held under the combined aus- 
pices of the Premium Advertising 
Association of America and the 
Premium Club of New York. 
Speakers at a premium forum 
to be held at Hotel Sheraton Tues- 
day morning will include John M. 
Davidson of Colgate-Palmolive- 
Peet, PAAA president; W. Parlin 
Lillard, General Foods, PAAA 


treasurer; J. O. Peckham, A. C. 
Nielsen Co.; H. R. LeRoy, LeRoy, 
Inc., past president of Advertising 
Specialty National Association; 
Robert F. Degen of Ted Bates, Inc., 
and John Sterling of This Week 
Magazine. 

Howard W. Dunk, chairman of 
New York Premium Club, will be 
host at dinner at the Hotel Astor 
Thursday evening, Sept. 23. 


Philco Appoints Kibbe 

Ralph D. Kibbe. formerly with 
Kahn’s, Oakland, Cal., department 
store, has been named western 
merchandising and _ promotion 
manager of Philco Corp., making 
his headauarters in the San Fran- 
cisco office. He will handle al! 
Philco radio, refrigerator and ac- 
cessory advertising in the western 
area, including 11 western states, 
Hawaii and Alaska. 


Fair Trade Council to Meet 


The annual meeting of the 
American Fair Trade Council wil! 
be held at the Waldorf-Astoria 
Hotel, New York, Nov. 18. 


COLOR PROCESS - HALFTONE -ZINC 


JAHN & OLLIER 


ENGRAVING COMPANY 


817 W. WASHINGTON BLVD, CHICAGO 7, ILLINOIS - MOnroe 6-7080 
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Advertising Age, September 20, 
New Magazine 
Delivery Method 


Cuts Time, Cost 


(Continued from Page 1) 

no increase in complaints. Time, 
Inc., alerted its St. Louis subscrib- 
ers to the new system before its 
inception, and received a number 
of advance protests. That number 
has since been exceeded by favor- 
able letters. 

Another matter of concern to 
publishers was whether a number 
of “fraudulent subscribers” would 
begin to pester the post office. This 
did not occur. 

There is some reason to think 
that city size may be a limiting 
factor, panel members said. A 
postal official commented that pre- 
liminary evidence indicates the sys- 
tem provides a saving for the gov- 
ernment in clerical time but none 
in carrier time. He said carriers 
were not “too happy” about it. 


ws The meeting also heard about 
new activities of Central Registry, 
the NAMP’s subscription agency 
policing unit. Ben Allen, Curtis 
Publishing Co., pointed out that 
Central Registry is, in effect, a 
public relations organization for 
the entire industry—even those 
publishers who do not use sub- 
scription agencies—because it keeps 
in line the people who represent 
magazines to the public. CR has 
fined and expelled agencies for im- 
proper tactics. He noted that CR 
does not blacklist any agency, but 
does keep a list of agencies in good 
standing. 

Lowell Shumway, McCall Corp., 
told the group that CR’s $50,000 
fund for cooperation between agen- 
cies and better business bureaus 
and their affiliated chambers of 
commerce was very nearly raised. 
Half of the fund—which will be 
used for policing agencies—was 
raised by agencies themselves. 


a The clinic also heard from 
George Brunninger, of the Bureau 
of Independent Publishers and Dis- 
tributors (BIPAD), who reported 
that distributors are willing to send 
returns to the State Department 
for distribution overseas as an ef- 
fective good will and propaganda 
device, foregoing the income from 
sale as waste paper. Donald Sted- 
man, of Curtis, who has just re- 
turned from 18 months in Europe 
completing Curtis distribution ar- 
rangements, noted several difficul- 
ties confronting the plan—the costs 
that will have to be borne, the dif- 
ficulties with distributors in Eu- 
rope over old magazines, and the 


difficulty which would face any 
magazine putting its old issues on 
ale for half the price it charges 
‘or new issues. 

The advertising clinic was high- 
ighted by discussion of the grow- 
ing demands on magazines for 
nerchandising assistance. A. W. 
Kohler, of Curtis, told the group 
‘hat such merchandising helps 
hould be furnished at cost to ad- 
vertisers. He said it is unfair to 
idvertisers who do not want this 
issistance to render it free to other 
idvertisers, since this service is 
nvariably reflected in the rate 
‘ard to the disadvantage of adver- 
isers who do not need the service. 
\ motion was made to appoint a 
‘ommittee to study the problem. 


« The session of advertising di- 
‘ectors was an innovation for an 
NAMP meeting and will be con- 
inued in the future, since its in- 
eption brought an enthusiastic re- 
ponse. 

The group reelected all directors, 
nd its officers—Walter D. Fuller, 
resident of Curtis, chairman; Ford 
tewart, Christian Herald, secre- 


1948 


tary, and A. S. Moore, Hearst, 
treasurer. 

The same production clinic 
which heard the paper costs story 
also heard a report on the joint 
Four A’s-NAMP magazine adver- 
tising reproduction committee, 
both on report No. 1 (AA, Sept. 
13) and report No. 2 on recommen- 
ded standard specifications for 
four-color advertising engravings 
for letterpress wet printing. The 
second report is due for release in 
October. 


Ricketts Rejoins McClatchy 


Leo Ricketts, at one time man- 
ager of Station KFBK, Sacra- 
mento, Cal., and most recently 
commercial manager of Station 
KECA, Hollywood, has rejoined 
McClatchy Broadcasting Co., Sa- 
cramento, owner of KFBK and 
five other stations, as director of 
sales of all six stations. 


Art Studio Changes Name 

Bracken & Tyler, Chicago art 
studio, has changed its name to 
Charles W. Bracken. 


: 


for more than nine consecutive years 


STUDEBAKER CO. 


has been advertising* on 


station W Vi k Memphis 
WMCE fines me 


South 


M C T Television coming soon 


*A “selective” advertiser with more than 1,404 quarter hour programs during this period. 


5,000 watts day and night, 790 kil- 
ocycles. National representatives, 
the Branham Company. Owned 
and operated by the Commercial 
Appeal. 


| S— ~~ 
Sacramento | | 
Z r 


Something K 


missin 


..lihe California without the 


_illion ollar alleyofthe ees 


National Representatives . . . O'Mara & Ormsbee, Inc. 
New York * Los Angeles * Detroit * Chicago * San Francisco 


——_—— 
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rare it should be called the 2/4 Billion 
Dollar Valley of the Bees. Yes, that’s now the gross 
buying power of California’s great inland market. And 
imagine this: Retail sales jumped an astounding 39% 
in one year . . . now exceed 1% Billion, or more than 
all of San Francisco's and all of San Diego's combined.* 

How are your sales in the Billion Dollar Valley? 
Better have a look at your advertising schedule. Make 
sure the three McClatchy newspapers are on it, because 
you can’t sell this market with outside papers. With The 
Sacramento Bee, The Modesto Bee and The Fresno Bee, 
you reach far more Valley people than you could with 
any competitive combination. 


*Sales Management's 1948 Copyrighted Survey 


ce latchy  ewspapers 

i THE SACRAMENTO BEE 
THE MODESTO BEE 
THE FRESNO BEE 


ee PS - ee dee: cea gi geile te ama gage PF Perey & Se ns 2 ee oe |e ee ae 
41 Te - 
20, 1948 _ 
| 
"aq ee | 
07 —1 8 - 
66 +07 . eae 
10 +6 ’ ia =H 
had oe 
72 +30 : = 
7 —1 
36 421. 
24 4.11.4 | ai 
mth aa 
50 4.8.9 4 Cc = 
1k 43.1 — 
‘8 49.1 Affiliate 
3 46.9 
6 43.5 
1 +184 ee 
m +9.2 te 
ees a oe 
> is; ; Gy aS "nce ecm. om 
5.2 itt pat ae ah; eee ee f : ¢. sale. 
4 +13.9 / ; ‘ oubed 
6 +46.8 i } os 
0 46.0 
8 +73 ' V4 
4 4103 " . 
a £. \ “ = ‘ 
| eee ‘ 7 ig SV, 7 
Roy, ig | ; ™ S Te -? . 
rtising i \ 4 “4 yy - 
jation; h pl} — y WW Lvs 
3, Inc., ie ¥/ f \ ! R. ees ¥ 
Week y /j at \ \ ; —h\—X y an g 
an of <S me ‘ j i . Myf ‘ ee. A 
rill be ~~ § Sie / UB / AE \ \ : C\ Uf, 42 \ Wi \ 
OES EF ANS, :} YY ; bs 
Astor by, a dif yy / (a “= \) / LZ YW my i \ ' Ben ke 
Lage ~~ { / ‘ - M7 YY P / | y/ | "addy . CHAS us 
De Oy)! SX NBIC UA ZS | 
sae Ma | |S. NANA Pa | 
with Irs 7 aS " —\ \@Xs 3 u f ODI 5 ea 
ment / y| / Pe as, ae yes ) 6 ATI é: Sis & rae 
stern a Se ge gh” VS . \ if! Vy ce { ) 
otion tS > om Vd —— , il 5 oe pom \ 4 \ Me Foe \ Gf Lg « . . : 
e all ] ai WES | Z \ Y t = \| ff Pie 
1 ac- ty . wee Ve Wi 2 F- ‘ ae 
stern J AS res y bie eX HE ; 3 S =—— \" = p - ine! — 
tes, eg 1S _ fh a ees » a I q 
ot 4) <= 4 ainthed pa may) = a ‘ Z 
PY Pn See —— 
t y Me , “i ne ae MELE“ \ Vi = ie hes 
the J A 7 Oa " accaillapaded 
will f A, y4\ \ is —_.~ 
toria VTA ig WA, , | 
— © Fe bes el 
at 
; : ag 3 
he ERY OF ae 
<s a 
/ n° ic. 
{> CENTENNI — oe 
a a 
wes ce: = Q48 -1948 - 
ao, cORnih E oe 
nada e 
Modesto 
Fresno 5 2 A Sf 
“oy hs i ee 
we. 2 
a 
a | ee. 


| Appoints Grueninger 
| Walter F. Grueninger, formerly 
business manager of Survey 
Associates, Inc., New York, has 
| been named circulation director 
of Editorial Publications, Inc., 
New’ York, publisher of Antiques 
— New Republic. 


to an account execulive | 
who wants to make more money, 


enjoy greater securily... 


P One of America’s top-flight Ad-Men is shortly 
starting a new agency with 3 “big-league” national 
accounts, substantial capital, and a “know-how” that 
must attract and build a highly-successful clientele. 


P An account executive who has the necessary 
qualifications can materially increase his earnings 
and stature with the active cooperation of the 
agency president; and the complete assistance of a 
well-staffed organization in every department. 


*No prejudice against youth, age, or religion. 

Write in complete confidence to Agency President, 
Box 7172, Advertising Age 

330 W. 42nd St., New York 18, N. Y. 


EXECUTIVE-TYPE 


DESIGN SALESMAN 


We are looking for an unusual salesman—a man who probably has been high in 
the management of a business. This man is basically a salesman and an idea 
man. He talks selling, lives it, breathes it. He feels creative selling to top- 
management is the epitome of all selling. He presents new ideas logically, per- 
suasively, convincingly. This man has imagination and vision to see how most 
every product on the market today can be improved through product styling. He 
is convinced every major firm needs better product and package styling, and he 
has the courage and suave selling manner that will get him in to see and sell 
his ideas to the biggest corporation officials. He is appreciative of good product 
i he possesses some knowledge of product function, 
merchandising, manufacturing techniques and materials. 


and package design, and 


different, interesting and resultful door-openers. He knows how to beat the 
bushes for new business as well as build friendly relations with old established 
accounts. He wants freedom of selling opportunity so that he can tackle every 


possible prospect. 


And he wants a real selling future. 
pitch for this established, on-the-ball design organization, then write us con- 
fidentially and tell us about your personal and business history, and why you 
think you're qualified to join the team. You can start with us right away if 
the uniform fits. The salary will be right, too. 


Box 7165, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Illinois 


His sales letters are 


If you think you can 


(maximum two ) 2s 
Se aoe Polly by Copy 


date. iy nd 
lar card ounts on multiple insertions 


HELP WANTED 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash, Fra. 0115, Chicago 


Advertising Specialty ~ ye- 


salesmen to re- 
present established line of cloth show- 
room banners whose patented features 
offer exceptional sales and profit oppor- 
tunities. Exclusive territory. Prefer ex- 
perienced men now handling other re- 
cognized advertising display items. Write 
for details and samples. Rosco Manufac- 
turing Company, 439-465 Central Avenue, 
Rochester 5, » we 
ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—Executive 
Consult our H. R. Hazard 
GEORGE WILLIAMS CO.—Personnel 
209 S. State St., Har. 2063, Chicago 


Advertising Printing Salesman 
Large midwest printing and lithographic 
organization with complete graphic arts 
service in city of 100,000 has openings for 
one or two top notch men experienced in 
sale of advertising or commercial print- 
ing or both. Must be capable of handling 
$100,000 to $150,000 annual volume, will- 
ing to live in and work in and out of 
home office city. Write for complete de- 
tails. Replies treated confidentially. Our 
men know of this. Reply: 

Box 9762, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Adv. Mgr. Publication Exp............... $8, 
Advertising Asst. Mdse. Exp... | 
Asst. Account Executive.............. 
Fashion Artist 

SHAY AGENCIES 
30 W. Washington CENtral 9800 


Advertising Space Salesman 
for only Eng. language magazine on 
Mexico in U. S. on participation part- 
nership basis. Sole investment: ability, 
energy, results. 
Box 9776, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


POSITIONS WANTED 


PUBLIC RELATIONS and publicity ex- 
pert, 12 years newspaper experience. 
Plan campaigns, write booklets and re- 
leases, good contact man. Seeks position 
in New York. 

Box 9771, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


take card 
and 


POSITIONS WANTED 

HOUSE ORGAN EDITOR, 10 = years’ 

newspaper production, can produce pub- 

lication calculated to improve employee 

relations. Will consider connection in 
New York. 

Box 9772, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


SEASONED WRITER and editor, with 
advertising background, available for 
New York City editorial coverage or 
special freelance assignments. Also press 
releases. 

Box 9774. ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


AMBITIOUS YOUNG MAN, 26, married 
desires opportunity with manufacturer 
or newspaper. College background. 
Newspaper (display) and agency pro- 
duction experience. 
Box 9777, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Exec. type young woman wants spot as 
client contact or asst. acct. exec. Pre- 
viously acct. exec., sales & advtg. mgr., 
well rounded agency and station back- 
ground. Presently employed as sales 
Development asst. for appliance mfgr. 
contacting ufilities, dept. stores, distri- 
butors, dealers. Prefer Chgo Area. 

Box 9779, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Aggressive sales manager for Trade paper 
seeks new selling connection with trade 
or consumer book. 4 years publishing 
and sales experience plus 3 years mar- 
ket research sales. 31, College. Will con- 
sider representing publications. 

Box 9775, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


REPRESENTATIVES WANTED 


Experienced Representatives with a 
following to sell our patented 3-dimen- 
sional “Point of Sale’ displays to Nat- 
ional and Local Advertisers. State exper. 
and other lines being handled. 

J. Allen, Box 9649, Los Feliz Station, 
Hollywood 27, California. 


Publisher's Representatives 
With offices in New York and Philadel- 
phia. Quality publications only. Our 
method calls for seasoned men for 
each publication. 
Box 9778, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Doran Leaves Orange-Crush 


advertising manager of Orange- 
Crush Co., Chicago, and Inter- 
American Orange-Crush Co., ex- 
port affiliate. 


Appoints Rosenberg 


Newark Packing Co. has ap- 
pointed Arthur Rosenberg Co., 
New York, as its advertising 


agency to promote Astor peanuts. 


Jack Doran has resigned as} 


Opens Manila Branch 


Albert Capotosto, Philippines 
publishers’ representative with 
offices at 270 Park Ave., New 
York, will open a branch office 
in the TVT building, Manila, on 
Oct. 1. The new office will coord- 
dinate marketing and survey in- 
formation now being gathered in 
the Philippines by the Manila 
Times and Ramon Roces, Inc., 
publisher of the Manila Evening 
News. 


SALES 
REPRESENTATIVE 


¢ IF YOU live in a metropolitan 
center where advertising and print- 
ing are produced, we offer you an 
opportunity to represent a company 
whose products are being used by 
the country’s leading advertisers. 

You will call on advertisers, 
agencies and printers. You will get 
a protected territory with full com- 
mission on all orders. A_ steady 
volume of repeat business can 
easily be cultivated. 

Our company has been in busi- 
ness for 15 years, is now operating 
at the largest volume in its history. 
KLEEN-STIK is being used by 
many of the largest point-of-pur- 
chase advertisers. Their samples in 
your sales kit will make your sell- 
ing job an easy one. We will back 
your sales effort with a constant 
flow of inquiries from our publica- 
tion advertising and direct mail. 

We prefer a man who is now 
successfully selling some type of 
advertising or a specialty in the 
graphic arts field. You will not have 
to give up your present corinection, 
Write direct to: 


KLEEN-STIK PRODUCTS, INC. 


2611 South Indiana Avenue 
Chicago 16, Illinois 


OPPORTUNITY 
FOR 
SALES PROMOTION MANAGER 


with established background 
of management and creative 
ability to take charge of all 
company promotions. Expe- 
rience must include work in 
national consumer package 
field, and ability to handle 
budget and production. Car- 
bonated beverage experience 
helpful but not essential. Age 
32-40. Prefer college gradu- 
ate. Must locate in Chicago. 
Send detailed resume in 
complete confidence to 


BOX 7168 ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MANUFACTURER'S AGENTS 


Territories available for laminated plaques 
and display material. All types of point 
of sale plastic items. Liberal commissions. 
State companies you now represent. 
RANGER TENNERE, INC. 
318 East 32nd St. 
New York 16, N. Y. 


ADVERTISING MANAGER AVAILABLE 
Creative — Production — Copy — 
Administrative. 9 Years experience 
on national consumer and industrial 
products in Steel, Publication Pro- 
motion, Floor Coverings, Tele- 
phones, etc. Prefer Chicago loca- 
tion. Box 7170, ADVERTISING 
ga 100 E. Ohio St., Chicago 
11, I. 


MAGAZINE WANTED 


We have sold a tremendous volume of 
advertising for the trade magazines we 
represent on a commission basis. The 
schedules we sell are renewed because 
every sale is the result of intelligent 
solicitation. We are interested in an- 
other magazine. Operating area mid- 
dle west. Chicago headquarters. 
Box 7171, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


agency. 


Supervise research 
Plan marketing strategy 


Select media 
Solicit new business 
Serve on the agency plans board 


In Replying: 


be treated in strictest confidence. 


100 E. Ohio St. 


OPPORTUNITY 


For an Account Executive Who Likes to Work 


We're looking for an account executive who has enough on the ball to 
be a candidate for the future presidency of this fast growing midwest 


He must be willing to contribute the kind and amount of thinking, 
sweat and time on the job that the present management has contributed 
to build the agency to its present position. 


He must be well grounded in food and consumer goods merchandis- 
ing and advertising. He can’t be a button pusher because he'll have 
to handle chores like these imself for the clients he will serve: 


Prepare and make effective presentations 
Plan, organize and help conduct client sales meetings 
Originate sound copy approach and even write his own if need be. 


Handle detail promptly and accurately 


He must be able to win cooperation from both client and agency 
personnel but we don’t want a man who substitutes personality and 
persuasiveness for sound business judgment. 


He should be around 35 years of age, in good health and ready for 
the final move of his career. He must have the capacity for handling 
a lot of work and be able to withstand pressure. 


Write us fully and tell us why you're the man for the job. Include 
a recent photograph as well as your address and telephone number. 
State age, salary requirements and date of availability. All replies will 


ADVERTISING AGE 
Address: Box 7169 


Chicago 11, Ill. 


Int'l Harvester 
Drops Old Names, 
Adopts New Terms 


CuicaGco—lInternational Haz 
vester Co. has tossed out a list « 
antiquated terms and redesignate 
its sales areas and related positio 
titles to clarify lines of manageria 
authority, responsibility an: 
supervision. 

Such words as “block,” “block 
man,” “retail motor truck ac 
count” and “sub-branch” are be 
ing discarded. They were in com 
mon usage back in the days befor: 
the farm implement manufacture: 
branched out into such fields a: 
motor trucks, industrial powe: 
and refrigeration. 

The company has already re- 
designated its six national motor 
truck and general line sales areas 
as “regions” and changed related 
position titles accordingly. After 
Nov. 1, these additional changes 
will be made throughout these 
sales areas: The “branch” will be- 
come the “district” in area, office 
and title designations; ‘“sub- 
branch” and “retail account” will 
become “branch”; “block” will be 
discarded and the term “zone” 
will designate a wholesale divi- 
sion within a district. The indus- 
trial power sales organization has 
dropped “zone” and “zone man- 
ager.” Instead, regional managers 
now are naming individuals who 
will specialize in industrial power 
sales at the branches, and assist- 
ant branch managers will be 
named where advisable. 


Upton Named N. Y. Manager 


John D. Upton, vice-president 
of N. W. Ayer & Son, Inc., has 
been appointed manager of ser- 
vice of the agency’s New York 
office. Except for three years in 
the Army during the War, he has 
served with Ayer since 1936, and 
was elected a vice-president last 
October. 


Lists Wrong Phone Number 


Nowadays, new supplement for 
small-town newspapers, listed its 
phone number incorrectly in an 
ad in AA last week. The New 


York number is MUrrayhill 
7-0754. 


WOV Promotes Schorr 


Herb Schorr has been named 
sales manager of WOV, New 
York. Formerly with WSYR, 
Syracuse, he joined WOV’s sales 
staff in 1946. 


NEW BUSINESS PLAN 
FOR AGENCIES 


Unique Letter-Series 
Brings Over 6% Reply 


An agency man’s biggest account collapsed. | 


had to have new business—but FAST! No tir 
to follow “thot tips’ or punch doorbells. So 
asked himself—*Why don't I apply to my pri 
lem the same principles and techniques | ha 
used for my clients?’’ He did—and with a ser 
of 9 hard-hitting agency sales letters, he produc 


over 6% replies from prospective new accour 
He got phone calls, letters, personal visits—fri 
advertisers with accounts running from $5,000 
$75,000. HE GOT BUSINESS. 


Quick, Inexpensive 


Best of all, this man's strategy was inexpensi 
multigraphed letters, combined with unique mi 
cographed form. Simple, fast, highly practic 
And now—definitely proved! 

Although this series is ideally suited to the sm 
or medium sized agency, a “‘big-shot'’ might re 
it with profit, too. 

Is a new business plan that you can quick 
adapt to your personal needs worth $10.00 

you—A ten spot will bring these: Portfolio of t 
identical 9 successful letters, enclosure forn 
suggestions for adapting series to your nee 
suggested method for quickly building producti 
mailing list, suggestion for building agency sal 
portfolio, pointers on best way to close: busine 
after you reach prospect's office. 


5-DAY Inspection Privilege 


Tell you what! Remit with understanding th 
you can look over this material for 5 days. The 


if it isn’t worth a lot more than 10 dollars, retur 
for refund. But first, ask yourself what it 
worth to get a new account. Make checks pa 
able to: 


Ralph D. Wyly 
505 Belmont Avenue, Chicago 14, Illinoi: 


*Series was used on 500 names in Chicago are 
only. Good anywhere else. Basic ideas still goo 
here. 
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Pie Crust Mixes 
Ready for Major 
Fight This Fall 


Pillsbury, General 
Mills Schedule 
Major Campaigns 


MINNEAPOLIS The milling 
giants, Pillsbury and General 
Mills, will battle it out this fall 
for dominant slices of the national 
market for prepared pie crust 
mixes. 

One will depend on a single 
product, Pillsbury’s pie crust mix, 
to keep it out in front in the 
competitive fight. The other will 
have two shots at the market, 
with General Mills advertising 
both its Apple Pyequick (pastry 
and apple filling combination) 
and a comparative newcomer, 
Crustquick. The two manufac- 
turers will be the only two adver- 
tising nationally in a field which 
Flako Products Corp., New Bruns- 
wick, N. J., opened up almost a 
score of years ago. 

Pillsbury will cooperate with 
the National Apple Institute in a 
nationwide tie-in promotion fea- 
turing the company’s pie crust 
mix and apple pie during National 
Apple Week Oct. 30-Nov. 6. 
Breaking Oct. 3 in the Chicago 
Tribune and New York News with 
a four-color page, the campaign 
also will run in The American 
Weekly, Family Circle, Ladies’ 
Home Journal, Parade, True 
Story and Woman’s Day. Pills- 
bury is preceding this “eat apple 
pie” drive with other four-color 
pages in The American Weekly 
and Parade tying in its pie crust 
mix with ice cream and cheese as 
natural adjuncts to perfect apple 
pie. 


es At the retail level, the company 
is offering dealers four-color dis- 
play material linking the pie crust 
mix with both fresh and canned 
apples. Heavy merchandising at 
the point of sale, including mass 
displays of fruits and pie crust 
mix, is anticipated. 

The company also will promote 
this product via the Galen Drake 
show over 190 ABC stations and 
“Bob Trout and the News,” aired 
Sundays over an NBC network. 

General Mills unleashed a bar- 
rage of national advertising for 
the new Crustquick with a four- 
color page in the Sept. 18 Satur- 
day Evening Post—split between 
Crustquick and Wheaties—and 
between now and next June plans 
to run a total of 87 insertions in 
Better Homes & Gardens, Chicago 
Tribune, Good Housekeeping, 
New York News, Pacific Metro 
Comics, Parents’ Magazine, SEP, 
This Week Magazine, True Story 
and Woman’s Home Companion. 

This schedule calls for four- 
color half pages and 40, 50 and 
56-line black-and-white inser- 
tions, using the picture and cap- 
tion technique tested heavily this 
summer in the Philadelphia mar- 
ket. 


# Crustquick is stepping out now 
with distribution in all major 
markets except the South. It was 
introduced only last June in selec- 
ted eastern and Pacific Coast mar- 
kets, with a three-cent sale fea- 
tured in extensive newspaper ad- 
vertising (AA, June 14). 

A continuing campaign for 
GM’s Pyequick this fall, also 
through Knox Reeves Advertising, 
Minneapolis, will add to the com- 
petitive battle. Pyequick, first of 
the company’s postwar food pro- 
ducts, hit the market in December, 


1946. Leo Burnett Co., Chicago, 
handles the Pillsbury pie crust | 


mix account. 

Flako Products, with only sec- 
tional distribution of its Flako 
pie crust mix, east of Chicago, 
employs newspapers and local 
radio to promote the veteran pro- 
duct in the field, while a number 
of smaller companies, also mar- 
keting sectionally, split up the 
remainder of the market. 


ws Pillsbury’s claim to distinction 
as “America’s largest selling pie 
crust mix” won support last week 
from the newest market survey 
by newspapers, with the 40-city 
study of the Illinois Daily News- 
paper Markets showing Pillsbury 
out in front with 35.7% prefer- 
ence among buyer families. Flako 
is second with 19.6%, Pyequick 
next with 8.7%, and Py-O-My, 
made by Kitchen Art Foods, Inc., 
Chicago, fourth with 17.8%. No 
other maker achieved as much as 
a 5% preference. The study re- 
vealed that 27.7% of all families 


covered now buy the prepared 
mix. 

The Pillsbury product, without 
benefit of a special sale or any 
other kind of deal or premium, 
first was tested in several markets 
during January, 1947. General 
distribution was achieved by 
March, and first national adver- 
tising was launched last October. 


Delicia Appoints Douglas 


Vincent Douglas, formerly mid- 
dle Atlantic district manager of 
Carr-Consolidated Biscuit Co., 
has been appointed field sales 
manager of Delicia Chocolate & 
Candy Mfg.Co., New York. In his 
new post, Mr. Douglas will direct 
the sales activities of 65 jobbers 
in 48 states and will take part in 
the company’s fall advertising and 
merchandising program. 


Squires Joins Richards 

C. C. Squires, formerly head of 
the media and markets division 
of the research department of the 


National Broadcasting Co., New 
York, has joined the research and | 
merchandising staff of Fletcher | 
D. Richards, Inc., New York. 


Milkmaid Appoints Baker 


Milkmaid Cosmetics, Inc., New 
York, a division of Lorr Labora- | 
tories, has appointed Lynn Baker, 
Inc., New York, to handle its| 
advertising. 


Taxman Joins Sloan 


Bernice Taxman, formerly with 
Dorland, Inc., New York, has 
joined William Lawrence Sloan 
Advertising Agency, New York, 
as space buyer. 


I specialize in writing effec- 
tive advertising copy. My 
famous research library is a 
treasure-house of new ideas 
for adding human interest to 
your product or your service. 


a Alexander 


McQueen 
§222 N. LAKEWOOD 


SRSRARA CHICAGO 40 


We specialize in 
manufacture of point 
of sales signs 


Metal, Glase and mirrored 
silver signs 


Prompt attention given to Inquiries 


Tacoma Business- 
Still Going Up! 


FIRST HALF COMPARISON 
(Kerlin Research—N. Y.) 


greater than in the last prewar year of 1939. 


: 


By the end of June, business in Tacoma reached 


a new high for the period, surpassing first half 


totals of a year ago by 25.4 per cent. More than 
that, by grossing a bank debit total in June of 
$150,537,000, Tacoma transacted more business 
than in any previous month in its history. The 


impact of this steady growth is clearly drama- 


tized by the accompanying chart, and the sta- 


tistics * 


are equally impressive. 


Looking ahead, considering that normally Taco- 
ma transacts but 48.201 per cent of a year’s 


business by the end of June, current indications 


for the full year are for a local business volume 
of $1,689,500,000, a figure 14.23 per cent 
above last year’s peak and 293.22 per cent 


In Tacoma-Pierce County, 
Daily Newspapers Deliver 
This Kind of Coverage 


Incidentally, this year Tacoma should do prac- 
tically as much business as Providence or Mem- 
phis in 1939, and nearly as much this year as 
the prewar business of Richmond, Louisville, 


Omaha or Denver. 


“BUSINESS IN TACOMA 


(First Half) 


1939 . 2. «© © © » 
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TACOMA NEWS TRIBUNE 
Second Tacoma Paper 
Seattle Morning Paper 


Seattle Evening Paper . . 


ere Nationally by sins — a Oe 


MILLIONS 
— $800 


. 
8 


$205 ,428,000 
230,918,000 
306,084,000 
431,545,000 
645,726,000 
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September Farm 
Ad Linage Gains 
1% Over ‘47 Volume 


Cuicaco—Farm publications 
marked up a 1% gain in adver- 
tising volume during the past 
month, compared with a year ago, 
according to the September tabu- 
lation by ADVERTISING AGE. 

Publications reporting for the 
month carried a total of 1,916,196 
lines of advertising, compared 
with 1,897,005 lines for September, 
1947. Canadian farm publications 
again showed a loss, though not as 
severe as in August, with a total 
of 322,289 lines, 5.1% under the 
339,621-line total of a year ago. 

Widespread gains and losses 
were shown by the various groups 
of U. S. publications, with Sept- 
ember farm magazines register- 
ing the biggest advance. They 
carried a total of 479,844 lines, 
17.9% more than the 406,862 


lines a year ago. September 
monthlies, with 436,625 lines, 
were 1.2% ahead of the volume 
a year ago, which amounted to 
431,517 lines. 

August monthlies declined 
12.3% in volume, from 10,722 to 
9,408 lines last month, but August 
semi-monthly publications moved 
up 5.2%, from 604,049 to 635,525 
lines. 

August issues of bi-weeklies 
showed the biggest drop, with a 
total of 141,221 lines, 25.5% under 
the °47 volume of 189,602 lines. 
August weeklies were off 16.6%, 
from 60,409 to 50,365 lines, and 
August dailies declined 15.8%, 
from 193,844 to 163,208 lines this 
year. 


Huguenin Opens Agency 
Theda M. Huguenin, formerly 
art director of Cory Snow, Inc., 
Boston, has opened an advertising 
agency under the name of Hugue- 
nin Co., in the Auburn Savings 
Bank building, Auburn, N. Y. 


the brow-mopping months. 


UNFAZED BY DOG DAYS! 


When someone brings up the complaint about radio's 
summer dog days, please include us out! KQV remained 
calm, cool and collected a host of new orders during 


department stores, for example, picked KQV for a 26- 
week series of one hour Saturday morning shows be- 
cause we had the listeners, the concentrated coverage 
and the talent they wanted. 
KQV's the real buy in Pittsburgh! 


One of Pittsburgh's leading 


Proves once again that 


PITTSBURGH'S AGGRESSIVE 
RADIO STATION 


Basic Mutual Network » Na 


a 
* 


tl. Reps. WEED & C 


712 Federal Street 


Quality Printing Plates 


REVERE FOR COLOR 


REVERE PHOTO ENGRAVING CO. 


Chicago 5, il. 
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SEPTEMBER ADVERTISING LINAGE IN FARM PUBLICATIONS 


Commercial Commercizs 

Display, Display, 

Excluding Excluding 

Poultry, Poultry, 
Classified and Classified a: ; 

-—— Total Advertising——_, Livestock -—— Total Advertising——_, Livestock 

cn 1948——,_, -——1947——, 1948 1947 c7—1948——., -——-_1947——_, 1948 194° 

Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Lin 

Hoard’s Dairyman.... 36.3 26,405 35.0 25,466 22,003 20,6 

FARM MAGAZINES Hoosier Farmer ...... 21.4 9.461 28.1 12,683 8.744 121 
Capper s Farmer ..... 56.7 38,523 43.3 29,421 37,757 28,678 Idaho Farmer ........ $2.4 24,545 39.4 29.753 24,545 27,7.; 

Country Gentleman...101.0 68,670 90.0 61,216 67,721 60,396 Indiana Farmer’s - . P , 
~— Joana Trrrrin 1156.5 49,546 82.4 35,356 48,479 34,250 es ee a 25.8 20,224 21.0 16,507 15.762 11,109 
rogressive Farmer: : : 

Carolina-Va. Edition 72.6 52,830 61.8 45,001 51,162 42,787 | Mice pes ee eee oe tee ore teat 

a tng eee Tet Sire Cas See Sa SS | estes Sarmer ..... 54.4 41,163 48.7 36,846 26,020 23,8: 

a eaition ine eeees 4 Gi ms em am ase) oe Oe SP ee eT 

26.088.- AE Homestead ........ 29.9 20,949 34.4 24,108 14,356 18,0 
Edition ......++++ 67.2 48,900 60.5 44,054 46,979 42,165 | Ohio Farmer ........ 47.4 36,372 50.3 38,650 33,133 35,69 
oy exes Edition ..... 73.0 68,164 64.0 46,623 51,209 44,592 | Oregon Farmer....... 33.7 25,527 38.7 29,227 265,527 27,2 

In all 5 Editions.... 61.6 44,8564 52.7 88,377 43,801 37,371 Oregon Grange 
* Aver. 5 Editions..... 71.1 61,787 61.5 44,797 49,841 42,909 es 18.0 19,572 16.7 18,172 19,572 18,172 
Southern Agriculturist 40.8 28,584 26.6 18,642 27,650 17,366 Pennsylvania Farmer. 29.1 22 318 $1.5 24 208 20,275 21 836 
Successful Farming... 81.4 36,614 85.0 38,241 35,695 37,264 Farmer ........ 19.8 14,995 20.1 15.249 14,862 14/9]? 

=— Wallaces’ Farmer & 

Total Group eeeerees 749.7 479,844 4.9 406,862 466,509 392,501 lowa Homestead.... 65.9 51,662 61.6 48,321 48,807 44,07 

Washington Farmer .. 32.1 24,322 386.3 27,428 24,322 25,42 

MONTHLIES Western Farm Life... 30.4 23,807 26.0 20.422 21.908 18.60 

Agricultural Leaders’ Maemo my Edition ... 27.4 Zi,E1% 18.4 14,484 2,488 8,040 
Ph stedeawodess \ . y ,7 8,050 6,734 sconsin 

FP — «eg CFE 7h SP One: Cee Agriculturist ...... 46.4 36,373 34.0 26,655 35,738 25,462 

SE cckveaeesece y 5 J 7,619 —- — — 
Aue Doak a a Total Group....... 829.2 635,525 791.9 604,049 559,004 529,088 

Journal: Bi-Weeklies—August 

Eastern Edition .... 24.9 10,719 23.9 10,2386 8,997 8,561 Arizona Farmer ...... 61.4 38,865 57.0 43,129 36,930 41,391 

Central Edition..... 21.6 9,259 22.1 9,503 7,912 8,245 California Farmer: 

Western Edition.... 19.9 8,537 19.9 8,565 7,336 7,458 Northern Edition... 39.4 29,841 64.5 48,771 27,045 42,897 
*In all 3 Editions..... 18.4. 17,893 18.9 8,126 6,692 7,019 Southern Edition ... 39.8 30,165 59.6 44,994 27,369 39,120 
Arkansas Farmer..... 10.1 7,661 11.4 8,642 17,4738 8,152 Dairyman’s League 
Better Farming = ea ee 7.6 5,561 7.2 5,258 4,737 4,334 

Methods ........... 31.5 18,521 28.9 12,418 13,521 12,418 Prairie Farmer....... 50.6 36,789 65.2 47,450 31,372 40,947 
Better Fruit.......... 13.9 6,831 14.7 6,195 6,831 6,195 Rel 
Breeder's Gazette.... 24.5 11,0388 24.5 11,024 17,876 17,684 Total Group........ 188.7 141,221 253.5 189,602 127,453 168,689 
caiforaia Cheer $08 SRE og Sant SRAEE LE | che teen 

attleman, Bevcces 160. 4 . , ’ , 5 , ri 
Farm and Ranch... 33.8 20,122 ‘38.6 25.081 22.081 22.350 eqnpper's Weekly .... 3.9 8,826 8.4 18,848 6,364 14,429 
Farmer-Stockman . $1. 3,804 35.4 914 . > : 
Florida Grower....... 2.2 14815 1.6 11.207 14181 10,685 City Star .......... 16.9 41,539 16.9 41,561 29,519 30,635 
Kentucky Farmer..... 20.2 15,839 21.7 16,983 14,499 14, —— — — 
Michigan Farm News. 2.1 4,936 2.4 5,720 4,816 5,600 Total Group eoeceece 20.8 50,365 25.3 60,409 35,883 45,064 
National Live Stock Dailies—August 

ras 10.0 7,388 17.9 18,099 6,951 8,407 | Corn Belt Farm Dailies: 

New Jersey Farm and Chicago Daily Drovers 

OS OST $8.4 17,318 34.1 15,344 15,864 13,696 CO Pra 17.3 36,801 19.3 41,140 23,697 26,897 
Ohio Farm Bureau Kansas City Daily 

BD seceaestveces 8.0 38,600 6.3 2,857 800 335 Drovers Telegram 23.0 48,843 25.7 54,602 32,912 36,636 
Pacific Poultryman... 21.3 9,143 14.5 6,201 8,436 5,308 Omaha Daily Journal- 

Poultry Tribune: CEE nucese kee 24.2 61,572 29.2 62,063 42,372 51,280 

Eastern Edition .... 33.7 14,471 38.6 16,544 12,569 14,863 St. Louis Daily Live 

Central Edition .... 31.9 18,679 384.1 14,622 12,222 13,488 Stock Reporter ..... 12.2 25,992 16.9 36,089 19,481 26,526 

Western Edition.... 28.6 12,249 30.4 13,050 10,950 12,144 — ore cmmaaoen 
*In all 3 Editions..... 74 11,931 7 12,454 ne ey Total Group........ 76.7 163,208 91.1 193,844 118,462 141,339 
Rural Gravure ....... 3. 3,710 5 3,528 71 , *Not included in totals. ‘Smaller page size 1948. 2First issue 
Southern Farmer..... 9.2 10,151 9.1 17,354 9,676 6,983 | September, 1947. %Larger page size 1948. 4Herdsmen edition 
Southern Planter..... 33.1 23,168 31.8 22,259 22,202 21,407 | only. This edition also carries all linage carried in Western Farm 
Western Dairy Journal 56.8 23,866 55.7 23,415 10,255 8,967 Life’s edition. 5Four issues 1948; five issues 1947. ®Two issues 
Western Livestock 1948; three issues 1947. 

OR eae 106.5 44,730 110.9 46,599 17,794 17,976 

Total Group........ 866.7 436,625 856.9 431,517 329,914 319,607 CANAL a : 
Monthlies—August Countryman ....... 22.8 15,948 26.7 18,695 13,153 15,001 
Idaho Granger ....... 6.3 6,832 7.7 8,358 6,797 8,295 | Country Guide, The... 36.9 28,549 44.1 31,762 28,549 31,762 
Nation’s Agriculture.. 5.7 2,576 5.3 2,364 ° 2,576 2,364 “Family Herald & 

*Wyoming Stockman Weekly Star: 

Farmer ....++++++ 14.0 12,600 5.8 5,096 12,600 5,096 Eastern Edition .... 51.7 51,716 58.4 58,415 38,053 39,098 

Total Group........ 7 te ns me 6 | eee OO es 
Semi-Monthly—August BVEOTT «= ccccccscsce 18.6 18,373 25.3 18,242 12,916 17,498 
American *Farmer’s Advocate & 

Agriculturist...... 20.6 15,030 21.7 15,782 18,148 18,675 Home Magazine .... 24.1 16,858 28.0 19,581 13,840 16,214 
California Grange Farmer's Magazine... 25.3 17,691 28.5 19,935 16,647 18,903 

SE  neessoncesocs 29.8 32,284 27.4 29,778 31,766 29,344 *Free Press Prairie 
Cooperative Digest.... 13.1 2,753 10.0 2,100 2,753 2,100 rrr 90.6 101,890 84.0 94,490 44,338 40,920 
2*Colorado Rancher *Western Producer... 42.0 44,982 43.6 46,641 16,385 17,159 

OS Deeanseccecwee Ry ae eooe 18,568 sen ott aiimide ices 
3Dakota Farmer...... 50.9 39,978 44.5 34,401 38,787 383,252 Total Group........ 338.1 322,289 363.4 339,621 206,217 215,089 
Parmer, Te ..ccceess 52.7 41,312 46.0 36,050 36,999 32,343 *August linage. tNot included in totals. 

General Foods Shifts ing Engineering, publication of|has been named promotion man- 


Television Program 


“Meet the Press” has replaced 
“Try and Do It” as a General 
Foods sponsored attraction over 
the NBC television network. Time 
of the telecast, placed through 
Benton & Bowles, is 8:30 p.m., 
EDT, Sunday. 

“Meet the Press,” a Martha 
Rountree production, is broad- 
cast cooperatively over the Mu- 
tual radio network. 


Appoints Clayton Ellis 


Clayton E. Ellis, formerly pro- 
motion manager of Iron Age, has 
been appointed advertising and 
promotion manager of Illuminat- 


the Illuminating Engineering So- 
ciety, New York. Starting with 
the January, 1949, issue, the pub- 
lication will carry advertising for 
the first time and Mr. Ellis will 
be in charge of this operation. 


To Van Diver & Carlyle 


Robin Appliance, Inc., New 
York, manufacturer of house fur- 
nishings, has named Van Diver 
& Carlyle, New York, as its pub- 
lic relations counsel. 


Breskin Promotes Muller 


Philip W. Muller, copy chief in 
the promotion department of 
Breskin Publications, New York, 


ager of the company’s four publi- 
cations—Modern Plastics, Modern 
Packaging, Modern Plastics En- 
cyclopedia and Modern Packaging 
Encyclopedia, 


‘BH&G’ Shifts Welch 


Dan E. Welch, of the sales pro- 
motion department of Better 
Homes & Gardens, Des Moines, 
has joined the western advertis- 
ing staff in Chicago. 


Moves Baltimore Office 

The Baltimore office of Mac- 
Manus, John & Adams, Inc., has 
been moved to larger quarters in 
the Federal Land Bank building 


1 Year $3 (Add $2 a year 
2 Years $5 for foreign 
3 Years $6 postage) 


Industrial 


Don’t argue—not when you 


the specifications, rates and 


ness papers serving those markets. It explains the 
many helpful special marketing services offered by leading publishing organizations. 


The 1949 MARKET DATA BOOK comes to you as part-and-parcel of a subscription 
to INDUSTRIAL MARKETING, The Magazine of Selling and Advertising to Business 
and Industry. It’s yours at no extra charge ... if you reply TODAY! 


Send Order to: 


INDUSTRIAL MARKETING 


What's the Best Way to Reach and Sell 


Markets? 


can get all of the facts 


in the 550-page, 1949 MARKET DATA BOOK 
Number . . . just off the press! 

It gives you a complete and authoritative picture of 
the production and needs of the major markets for 
industrial equipment and services. It gives you all of 


circulations of the busi- 


100 E. OHIO ST. 
CHICAGO 11, ILL. 
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Artists Will Offer 
Home Study Plan 
in Magazine Ads 


WEsTPoRT, Conn.—Thirteen lea- 
ding American artists and illus- 
trators have formed the Institute 
of Commercial Art, Inc., offering 
home courses to art students and 
beginners in commercial art and 
illustration. 

The institute will offer courses 
through advertisements to appear 
in American Artist, Art Directors’ 
Annual, Mademoiselle, Mechanix 
Illustrated, Pic, Popular Mechan- 
ics and Scholastic. 

Direct mail announcements will 
be sent to art directors of adver- 
tising agencies, magazines, news- 
papers, department stores and 
printing firms and to art teachers 
in high schools and colleges. The 
account is handled by the G. Lynn 
Sumner Co., New York. 

The group of artists who estab- 
lished the institute includes Nor- 
man Rockwell, Al Parker, Ben 
Stahl, Stevan Dohanos, Jon Whit- 
comb, Robert Fawcett, Peter 
Helck, Gilbert Bundy, Austin 
Briggs, Harold Von Schmidt, 
John Atherton, Fred lLudekens 
and Albert Dorne. 


ws The first course to be offered 
is the Famous Artists Course, a 
comprehensive basic course. After 
Jan. 1, the institute will launch a 
series of advanced home study 
courses, each prepared by an in- 
dividual member of the institute. 
These courses will be open to 
working artists and qualified art 
students. Each student accepted 
will be given assignments for do- 
ing original work and will receive 
supervised criticism of his work 
by the artist himself. 

The fee for the advanced cour- 
ses will be $225. Each artist can 
accept a limited number of stu- 
dents, probably not exceeding 100 
the first year. 


Issues Printing Data 

Bernards (Publishers) Ltd., 
London, England, has published a 
pocket-size booklet, “Printers 
Publishers Authors Handbook,” 
which contains facts, figures and 
formulas in printing. The book- 
let, written by E. C. Thwaites and 
available at 50 cents a copy post 
free in the United States and 
Canada, has a section devoted to 
continental type faces, sizes and 
measurements, etc. 


soa? 
Wile Launches Drive 

Julius Wile Sons & Co., New 
York, is launching the largest ad- 
vertising campaign in its history 
for Peter Dawson Scotch whisky 
this month with newspaper ads 
in Los Angeles, Miami, New York 
and San Francisco. The company 


Our customers 
come back for more. 
Guess they like us! 


The Veritone Co., 57 W. Grand Ave., Chicago 
Telephone Whitehall 5957 
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also will advertise in Esquire,|joined the Chicago advertising 


Fortune, Holiday, The New York-| staff of Fortune. fee IN THE Lo POCKET Every Fime! / 


er, Time and six business papers. 


The agency is J. D. Tarcher & 

Go. New York. Warren Names Moitoret a 
Earl Warren, Republican Vice- 

Minneapolis-Honeywell Presidential nominee, has appoint- 


Forms New Promotion Dept. 

Minneapolis-Honeywell Regu- 
lator Co., Minneapolis, has formed 
a new department to supervise 
and coordinate the advertising, 
merchandising and _ sales pro- 
motion activities. John R. Bergan 
has been named head of the new 
department. 


Chandler Murphy, assistant to| Howell Promoted to V. P. 
the sales promotion manager, has Robert Howell, creative and | 
been named advertising manager|copy director, has been named a 
of the company, ' succeeding | vice-president of Shutran Mahlin 
William B. Walrath, who has | Advertising, Detroit. | 


the Seattle office of Braun & Co., 
public relations counsel, as press 
relations counsel aboard the War- 
ren campaign train. The Califor- 
nia governor is scheduled to begin | 
a transcontinental trip about the 
middle of this month. | sehnade 


; e Official eee of ag 
be Li /), V4 AMERICAN BOWLING CONGRESS 
2200 NORTH THIRD STREET 


ed Anthony F. Moitoret, head 3 
! 
| 


Son 


THE BOWLER’S MAGAZINE 


Over 37,000 circulation, in- 

cluding 25,000 league and 2515 

city association officials. The only 

magazine with 

5336 certified Bowling establishments. 
Bowling market, wide open after 


” four years, produces $29! ,000,- 
00 annually—three times as much 
as pro baseball. 


. Write for our latest rate card today. 


MILWAUKEE 12, WISCONSIN 


? ge 


SOUTHERN 


4 > RURAL RETAIL SALES 


1936 1938 1940 1942 1944 1946 1948 


1930 1932 1934 1936 < ‘ 


THE RURAL sOUTH—the fastest- 
growing market in the U.S.—con- 
tinues to make phenomenal gains. 


Rural retail sales in the 14 
Southern states today are 214 
times what they were in 1941... 
4 times what they were in 1929. 


Are you giving your Southern 
retailers and wholesalers enough 
of the right kind of advertising 
support to get your share of these 
enormous sales gains? 


Here are two important things 
to remember about advertising 
coverage of the South: 


1—The South is predominantly 
rural in population and trade. 


2—The South reads and prefers 
The Progressive Farmer above all 
other magazines. 

The powerful advertising influ- 
ence of The Progressive Farmer 
is recognized by Southern retailers 
and wholesalers, who prefer it 
almost 3 to 1 over any other 
magazine. 

More and more advertisers are 
using The Progressive Farmer 
to sell the rural South. The Pro- 
gressive Farmer made the greatest 
advertising linage gain of any 
monthly farm magazine in the 
U. S. during the last three years 
...and gained 25% in advertising 
linage for the first half of 1948. 


Advertising Offices: BIRMINGHAM, RALEIGH 


MEMPHIS, DALLAS, NEW YORK, CHICAGO 
Pacific Coast: Edward S. Townsend Co., San Francisco, Los Angeles 
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2 to Van Diver & Carlyle 

Stackpole & Heck, Inc., Harris- 
burg, Pa. publisher of sports 
books, has appointed Van Diver 
& Carlyle, New York, to handle 
its advertising, using newspapers, 
magazines and trade publications. 
The agency also has been named 
to direct the American advertis- 
ing of Ryff & Co., Berne, Switzer- 
land, manufacturer of knit goods, 
using trade publications and mag- 
azines. 


Crook Names Kittrell 

David Kittrell Jr., formerly ad- 
vertising director of Ayres Comp- 
ton Associates, Dallas, has been 
mamed director of research and 
media of Crook Advertising 
Agency, Dallas. 


Offers the advertiser more & 
for his dollar than any other “YY, 
medium in its field. ne? 


at 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE. NEW YORK 


Washington Apple 
Drive Going More 
into Newspapers 


WENATCHEE, Wasu.—As the re- 
sult of exceptional merchandising 
support given by newspapers last 
year, the Washington State Com- 
mission will increase its use of 
newspapers while cutting total 
advertising expenditures in the 
first three months of the new 
marketing season. 

This decision places the com- 
mission’s advertising budget for 
October, November and December 
at $153,561. Appropriations for 
successive campaigns through the 
season will be made later. 

Total advertising expenses have 
been curtailed in line with re- 
duced revenues. Last year’s ex- 
penditure of approximately $600,- 
000 was an all-time high made 
possible by heavy use of a surplus 
built up during the war and made 
necessary by a severe drop in 
sales and prices to the grower 
midway through the season. 

For the coming season, national 


magazines and network radio 
have been eliminated in favor of 
increased newspaper advertising, 
placed in approximately 100 
newspapers throughout the U. S. 
The newspaper budget totals $89,- 
358 for the opening three months 
of the campaign. Outdoor adver- 
tising, selective (spot) radio ad- 
vertising and trade publications 
also will be used. 

J. Walter Thompson Co., Se- 
attle, handles the account. 


Technical Tape to Picard 
Technical Tape Corp., manu- 
facturer of Tuch masking paper 
and Tuch-Tape, a pressure sen- 
sitive masking tape for automo- 
tive and industrial uses, has 
placed its advertising with Picard 
Advertising Co., New York. Di- 
rect mail, business papers and 
magazines will be used. 


Appoints Albert Whidden 
Albert S. Whidden, formerly 
with Ruthrauff & Ryan, New 
York, has been appointed director 
of client relations of Advertising 
Associates, Inc., Miami, Fla. 


T 
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ORE than 
2,300,000 
retail sales and 
service contacts 
with car owners 


since yesterday. 


IRVING-CLOUD PUBLISHING CO. 
8th FLOOR DAILY NEWS BLDG. CHICAGO 6 
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HAT EATERS—Candy manufacture, 
Joe F. Myers spent. $5,000 and |? 
months developing a mold that would 
make a miniature western-style candy 
hat for use by defeated politicians 
Byer-Rolnick Co. of Garland, Tex., con- 
ceived the idea of the candy headgear 
as promotion pieces for their Resisto! 
Self-Conforming hats. Jeanne Pipkin, 
Barbara Blaine and Cotton Williams, 
above, prepared to munch on a sample 
at Garland hat-eating headquarters. 


Kaiser-Frazer 
Shows Two Film 
Series to Dealers 


Detroit—Kaizer-Frazer Corpo- 
ration has started distribution of 
sales training sound slide film 
series to its 4,200 distributors and 
dealers throughout the country 
to prepare them to do a better 
sales job. 

A series of three filrns has been 
prepared, and is being shown at 
dealer sales meetings throughout 
the country by K-F regional sales 
representatives. A discussion per- 
iod follows the showing of each 
film. 

The films, each 15 minutes in 
length, revolve around the ex- 
periences of a K-F auto sales- 
man named Joe. Titled “Selling 
Is My Business,” the three films 
emphasize basic sales know-how. 
The first stresses that salesman 
Joe must have the right attitude 
toward his work, and confidence 
in himself and his product. 

The second shows him concen- 
trating on the importance of 
knowing his product. He studies 
the superior features of the car 
he sells, and learns how to pre- 
sent this information to prospects 
with maximum effectiveness. 

In the third film he discovers 
the necessity of planning his 
work to get the most out of every 
sale. Ways of cutting out waste 
motion are stressed. 

To achieve realism, script and 
scenario writers visited K-F deal- 
ers in various parts of the coun- 
try, posing as prospects. 


w As part of K-F’s over-all dealer 
training program, a series of in- 
structive sound slide films on 
service is also being made. Pro- 
duced by Vogue-Wright Studio;, 
Chicago, there are three such 
service films. They are: “The 
Final Link,” which demonstrates 
the necessity of a smooth-func- 
tioning dealer sales service d- 
partment to gain customer cont - 
dence and repeat sales; “Make 1 
Pay,” showing organizational re- 
sponsibilities of the service man- 
ager, and “Proper New Car Con- 
ditioning,” a how-to-do-it film o 
technical aspects of preparing 
new car for customer delivery. 

J. R. Ackerman, K-F merchan 
dising manager, heads the sale 
training film activities, whil 
Robert J. Rice, staff assistant i 
the service department, handle: 
the service film series. 


Names Ad Fried Agency 

Manufacturers Sales Co., Sai 
Francisco, has appointed Ad Frie« 
Advertising Agency, Oakland, t 
conduct a test campaign for it: 
plastic adding machines, using 
northern California newspapers 
and radio stations. 
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Family Spending 
Analyzed in New 
Government Study | 


WASHINGTON — Best available 
government surveys indicating 
how families spend their incomes 
for food, housing, clothing, medi- 
cal care and other needs and 
wants are summarized in a new 
64-page publication, “How Fami- 
lies Use Their Incomes,” released 
by the Agriculture Department’s 
Bureau of Human Nutrition and 
Home Economics. 

Complete with numerous charts, 
and 36 tables, the publication 
draws on studies made by a vari- 
ety of agencies during the past 
decade, measuring expenditures 
for various needs, and the factors 
which influence expenditure lev- 
els for various geographic and oc- 
cupational groups. 

Detailed discussions of trends 
and the probable reason for them, 
in spending and saving patterns, 
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SELLING: THEM 


7 
HERE’S WHY: 

. Local news...news 
of townand countryside found 
only in Hometown papers. .-. 
commands the country’s 
highest readership. Complete 
coverage of both town and 
rural areas can only be had 
with Hometown papers. Ad- 
vertise your products where 
your distribution gets the 
tremendous sales impact of 
intense reading plus complete 
coverage! Win fullest cooper- 
ation from your dealer by 
using his OWN newspaper ! 


Mts Easy a8 WAS./ 


Hometown Newspapers are easy to 
use... there’s no lost circulation... 
pick them by counties. A great mon- 
ey-saving advantage! Your copy of 
the new revised 1948 Directory of 
Newspapers listing papers, circula- 
tions and rates, ready 
August 15th, Talk with us 
about profitably solving 
your sales problems in 
non-metropolitan areas 
;».. there’s no obligation. 


Write, wire or phone offices in 


Chicago 1, 222 N. Michigan + 
New York 17, 70 €. 45th St.« 
Detroit 26, 409 Griswold St. 


NEWSPAPER ~ 
ADVERTISING 


SERVICE, Inc. 


and in expenditures for food, 
clothing, housing and medical 
care are included. Prepared by 
the bureau’s family economics 
division and information division, 
the publication is available for 30 
cents from the Superintendent of 
Documents, Washington 25, D. C. 


GM Advances Logan 


James R. Logan, vice-president, 
has been named manager of 
manufacturing and engineering of 
the mechanical division of Gener- 
al Mills, Minneapolis. He previ- 
ously managed the home appli- 
ance department’s manufacturing 
operations. 


ABC's ‘Stop the Music’ 
Faces Another Suit 

ABC’s “Stop the Music” faces 
another suit, this one filed in the 
supreme court of New York by 
Joseph H. Downing, who said the 
program is a copy of a “Stop the 
Music Game” which he had de- 
monstrated before numerous clubs 
and church groups. He asked re- 
covery of profits realized on the 
show to date. 

Band Leader Blue Barron filed 
a suit against the network and 
producers of the giveaway several 
weeks ago (AA, Aug. 23) charg- 
ing that the broadcast was a steal 
from an idea of his. 


Philco Appoints Laws 

Robert F. Laws, formerly ad- 
vertising and promotion manager 
of Station KGO, San Francisco, 
has been appointed to the newly 
created post of western television 
advertising manager of Philco 
Corp. He will make his head- 
quarters in the company’s San 
Francisco office. 


Monsanto Divides Unit 

The plastics division of Mon- 
santo Chemical Co., Springfield, 
Mass., has divided the industrial 
and surface coating resins sales 
department into two groups. One 
of the new sales groups, the ad- 


ic Ae po i a ae 
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hesives and industrial resins de- 
partment, will be headed by E. 
Everett Decker, formerly district 
manager in Lockport, N. Y., for 
Monsanto’s western division. Al- 
bert W. Dunning will continue as 
sales manager of the surface coat- 
ing resins department. 


—-BURBANK, CALIF.— 


Pop. 1920, 2,913—1948 Pop. 76,681 
IS JUSTLY PROUD OF 
LOS ANGELES 
ITS MOST PROMISING SUBURB 
BURBANK DAILY REVIEW 


Burbank's Only Daily Newspaper 


(Est. 1908" 


Hone i: the bllawuiys’ 
single-track VA ra 


Whether they're building a house or a barbecue, whip- 
ping up drapes for the dining room or a cake for din- 
ner, home is the hub of the Holloways’ world. Home is 
where they have their fun. And home is where their 


money goes, too. 


Naturally, new home ideas make the Holloways’ fa- 
vorite reading. That's why,-month after month, they 
look forward to The American Home. For its editors 
give their complete attention to a single subject —home- 
making. So the 2,600,000 readers they attract are all 
homemakers—as whole-hearted as the Holloways! 


And American home families don’t stop with read- 
ing—they act. With the highest incomes of any mass- 
magazine readers, they have more money to spend on 
home improvements. That makes them real prospects 
for every kind of home product—foods and furniture, 
drugs, household equipment, floor coverings and build- 


ing materials. 


No wonder Starch ratings of American Home adver- 


tisers top the list . . 


. and why our advertisers report 


lowest cost for booklet and coupon returns, Ask us to 


show you the figures. 


Read and re-read by the Holloways and 2,600,000 
other families with a consuming interest in the home 
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NEW JERSEY’S FOURTH LARGEST MARKET 


NO COMPETITION 


BAYONNE CANNOT BE SOLD 
FROM THE OUTSIDE 


Ves are holding a “Royal Flush" in the 

ealthy Bayonne market when you use THE 
BAYONNE TIMES - - - No other paper or 
combination A ets can compete. THE 
BAYONNE TIM delivers over 500% more 
yt = oberg than all other evening papers 
comb 

Send for the TIMES Market Data Book 


THE BAYONNE TIMES 


MATIONMALLY GEPRESENMTED BY 


BOGNER & MARTIN 
POS GAGISON AVL, EW YORK © 278 HLA SALLE ST. Corcase 


Cody Rejoins Magazine 

Philip C. Cody has returned as 
director of circulation of Field & 
Stream, New York, after an ab- 
sence of several years during 
which time he did special promo- 
tion work in Vermont for the Elm 
Tree Press, A. S. Barnes Co. Mr. 
Cody was circulation manager of 
Field & Stream for 20 years prior 
to 1941. 


Plans Dress Promotion 

Rapidon, Inc., Chicago, through 
Kuttner & Kuttner, Chicago, will 
launch an intensive national and 
trade publication campaign for its 
new Rapidon dress, which is a 
house dress adaptable for street 
wear. 


‘Dispatch’ Becomes Daily 

The Dispatch, Lexington, N. C., 
which started as a weekly news- 
paper 66 years ago, has become an 
afternoon daily. It will be pub- 
lished every afternoon except 
Sunday. J. David Sink is pub- 
lisher. 


DIRECT SELLING IS BIG BUSINESS — A 2 BILLION DOLLAR MARKET 


Wh © advertises 


in SPECIALTY SALESMAN ? 


ee 


Stark Nurseries 


Geo. Master Gar- 
ment Co. Work Clething 
These are just a few companies using 
Direct Selling methods 


Shrubs G Trees 6,000,000 
Fashion Frocks, Inc. Women’s Dresses 3,500,000 


1,850,000 


a "eae Hoey E | 
EST. = ° rd i 
NAME OF CO. PRODUCTS VOLUME : Se : 
Fyr-Fyter Company Extinguishers $1,750,000 = Mt aa — 
Knapp Brothers,inc. Adult Shoes 2,800,000 
4.6. Simpson, Inc, Men's Dress =. 5000 | First in the Field 


The oldest sales publication 
with the largest readership 
in the Direct Selling Field 


Helps manufacturers to bigger sales 


because it helps readers to bigger incomes 
SPECIALTY SALESMAN gives you the world's largest sales force—the top salespeople 


in the field of direct selling. 


It has an iron grip on its readers because they use 


SPECIALTY SALESMAN as their manual and guide to bigger incomes. They study the 


advertising for lines they want to sell. 


SPECIALTY SALESMAN founded and solely 


sponsored the nation-wide Direct Selling Legion. Find out if your product is suited to 


Sales’ 


~~ e0o 
woman mate 


paceman’ “ecomomsnst 


Direct Selling. Write for booklet ‘The Quickest Way to National 
", Tells all you want to know about Direct Selling field. 


SPECIALTY SALESMAN MAGAZINE 


Dept. A-10 © 


307 N. Mich. Ave., Chicage 1 © 200 Sth Ave., N. Y.-10 


The Creative Wan Corner 


Here, Jeeves, wrap this apron around your 
good self, stick this bobby pin in your well- 
trained pompadour, dust your hands with this 
flour and now spread this August issue of 
McCall’s before you—open to Pages 50 and 51. 

Jeeves, you are now a housewife and you are 
confronted with two bids for your attention— 
one made you by the editors of McCall’s, the 
other by the advertising agent of Swift & Co. 

Notice, Jeeves, that one thing is common to 
both—a reference to peach shortcake. Now, 
Jeeves, for the three-score-and-four dollar 


Peach time is right now 


question: In your opinion, as housewife for a 
day, is this (let us say) chance juxtaposition 
an advantage or a disadvantage to the adver- 
tiser? 

You say it’s a disadvantage? That the ad 
suffers by comparison? Please elucidate. 

You say that advertising men have long 
maintained that a good advertisement always 
starts from the reader’s point of view? Yes, I 
have heard that, too. And that, in the Swift’n- 
ing ad, the peach-pecan shortcake recipe looks 
as if it were dragged in by the short hairs of 
the peaches? Yes, I must admit it does, some- 
what. 

You say you can see where a housewife, in- 


trigued by the information on making peach 
shortcake offered on the editorial page, might 
be tempted into making same—and that if 
Swift’ning were mentioned in that recipe she 
might even be induced to use it? But when 
she gets hit between the eyes with the slightly 
incredible statement, OUT-PERFORMS ALL OTHER 
SHORTENINGS, and biffed in the nose with So 
different it’s making food history! Actually, 
Swift’ning gives you a combination of im- 
portant advantages you get in no other short- 
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ening, she can’t possibly feel inclined to read 
any further? And that, as a housewife for a 
day, you’d like to know what combination of 
which important advantages? Indeed, Jeeves, 
so would I. 

I have long maintained myself, Jeeves—as 
you will undoubtedly recall—that a direct ap- 
proach in advertising has a lot to recommend 
it. But I agree with you, Jeeves—and all those 
other advertising men—starting from the 
reader’s point of view is paramount. 

Jeeves, you’re a genius. If, with that apron 
on, that bobby pin in your pompadour and that 
flour on your hands, you could only cook, I’d 
make you a proposal of matrimony right now. 
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If you’re interested in quotas 
sales quotas—it’s the one on the right. 
He spends more on his home and every- 
thing that goes into it than even his pros- 
perous neighbors in the same block. 
BH&G, by giving him 100% service on 
his big interest—home and family— 
screens him into a market of over 
3,000,000 selected prospects for you. 


America’s First Service Magazine 
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Russell 


will be used. 


Westinghouse Ups Shafer 

T. Shafer has been 
promoted from assistant manager 
to manager of the publicity di- 
vision of Westinghouse Air Brake 
Co., Wilmerding, Pa. 


Gets Airline Account 

Colonial Airlines of New York, 
Bermuda and Canada has named 
Seidel Advertising Agency, New 
York, to handle its advertising. 
Magazines and trade publications 


Appoints Ramsdell Agency 


rect mail will be used. 


D-F-S Transfers Mertz 


Ted Mertz, vice-president 


the New York office. 


ABC Statements. Mi 
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COMPLETE CIRCULATION MANAGEMENT FOR BUSINESS PUBLICATIONS 


Our service includes: 
© Subscription Sales Promo- © Daily List Maintenance! 
tion! 


Many progressive publishers of paid 
or controlled publications have dis- 


© Addressing and Complete covered that this complete circulation 
Fulfillment Ser 


Phont 


Wise: 9-3773 


ords and Correspondence! 5 wation.wide ented Dis- 
© Regular Renewal Follow-up! tribution! 


Want more information? we or call: 


PUBLISHERS: 


service produces amazing results, re- 
lieves them of all worry, reduces ex- 
penses, and puts their magazine in 
a top competitive position. 


svelspmerit Coup. 


2 eveloprm Chicago 5, Illinois 


Vineland Poultry Laboratories, 
Vineland, N. J., producer of poul- 
try vaccines, has appointed Lee 
Ramsdell & Co., Philadelphia, to 
direct its advertising. Poultry and 
farm publications, radio and di- 


of 
Dancer - Fitzgerald - Sample, has 
been transferred from Chicago to 
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Drive for Radio 
in Every Room 
Set by 9 Cities 


New YorK—Major drives for a 
“radio in every room—a radio for 
everyone” are under consider- 
ation in Worcester, Mass.; Peoria 
and Springfield, [ll.; Des Moines, 
Denver, Newark, Atlanta and 
Salt Lake City. 

All these cities are studying the 
results of the Radio Manufactur- 
ers Association’s test promotion in 
Hartford this spring. During a 
week’s drive there, Hartford deal- 
ers outsold Providence dealers 
more than two and one-half to 
one. The score: Hartford, 2,505; 
Providence, 979. 

First city to follow Hartford’s 
merchandising lead will be New 
Orleans. Some 400 local dealers 
are scheduled to meet in New 
Orleans today (Sept. 20) to make 
plans for promoting the RMA’s 
twin theme. This project is under 
the direction of Walter A. Leon- 
hard, president of Radio Dealers 
Association of New Orleans. The 
period set for the promotion is 
Oct. 1-15. 

“If Hartford dealers could jump 
their radio sales two and one- 
half to one, we believe that our 
dealers here cannot fail to im- 
prove their business,” Mr. Leon- 
hard said. “After studying the 
Hartford program in great detail 
there is no question in our minds 
but that the plan offers the solu- 
tion to many of the radio dealer’s 
selling problems and provides a 
coordinated method for improving 
their business not only for two 
weeks but for 52 weeks of the 
year.” 


‘American’ Circulation 
Exceeds New Guarantee 


tising rates of American Magazine 
last week, AA reported that cir- 
culation will be increased from 
2,250,000 to 2,350,000 average net 
paid, instead of emphasizing that 
2,350,000 is the new circulation 


tual circulation already exceeds 
that figure. 

New page rates, effective with 
the February, 1949, issue, range 
from $6,000 for black and white 
to $12,000 for the four-color back 
cover. Four color letterpress pages 
inside the book will be $9,240, 
and four-color gravure pages 
$8,400. 
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YOUR NEXT WINDOW POSTER 


PRESSURE-SENSITIVE 


POINT- OF - PURCHASE ADHESIVES 


Presto! Simply peel the protective cover- 
ing and press the poster into place on 
any hard, smooth surface . . . indoors 
or out. A small spot in each corner or a 
thin strip down each side of the display 
is all you need. Kleen-Stik gummed 
posters stay up until purposely removed 
—then pull off cleanly without the use 
of a razor blade. 

Get it up and Keep it up ! 
Dealers and salesmen like Kleen-Stik. No 
moisture... no glue...mno tacks... 


no messy stickers. Every available space 
is a Kleen-Stik Place! 


Available through any 
printer or lithographer 


LEEN-STIK PRODUCTS, Inc.~ 


Chicago 16 


2611 S. Indiana Ave. 


In announcing the new adver- | 


rate base for the magazine. Ac- | 


Cash Joins McGraw-Hill 


James H. Cash, formerly sales- 
man and manufacturer’s agent for 
the Silex Co., Hartford, has been 
appointed sales representative in 
the Chicago office of the Mc- 
Graw-Hill International Corp. He 
will represent El Farmaceutico 
and Pharmacy International. 


Gets Furniture Account 


Cory Snow, Inc., Boston, has 
been appointed to handle the ad- 
vertising and merchandising pro- 


Inc., 
Gardner, Mass., manufacturer of 
Homestead furniture. Trade pub- 
lications, direct mail and maga- 
zines will be used. 


gram of Kelly Brothers, 


Mann Adds Two Accounts 


Mann Advertising Co., Los An- 
geles, has been appointed to han- 
dle advertising of South Gate 
Brake Specialties Co. South 
Gate, Cal., and Whitewater Dis- 
tributors, Pacific Coast represen- | 
tative of Whitewater Products, 


erica, 


manufacturer of Whitewater Pul- 
sator pumps and other water ap- 
pliances. 


Forms Argentine Edition 
Josiah B. Thomas, vice-presi- 
dent in charge of sales for Read- 
er’s Digest International Editions, 
left for Buenos Aires on Sept. 16 
to establish an advertising sales 
office for the Argentine edition. 
The first 
February. Formerly a part of the 
Spanish edition for all Latin Am- 
the new edition, with a 


issue will appear in| 
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guaranteed circulation of 250,000, 
gives advertisers a chance to buy 
selective space, with or without 
Argentina, in the Reader’s Digest 
in Spanish. 
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THE LETTER SHOP, Inc. 


431 6. Dearborn St., Chicago 5, INinecis 


OXFORD PAPERS 


230 Park Ave., New York 17, N. Y. 
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As CARRIERS 


of selling messages, your printed pieces should 
combine compelling art, working words and 
striking printing. But most important of 
all, the paper they are printed on makes the 
first impression on your prospects. 
why wise buyers add the finishing touch of 
quality to their printing by specifying Oxford 


DISTRIBUTORS IN 48 KEY CITIES, COAST TO COAST 


Papers to carry their sales story. 
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This drawing was 
made on Double 
tone Pattern No 
209 and reduced 
one third 


HOW TO CUT PRODUCTION COSTS 


, : Two shading screens, (1) o line pattern (2) o cross hatch are invisibly 
processed into Craftint Doubletone drawing papers. These tones can 
be instantly “brought up” by the stroke of a brush and Craftint 
developer. Finished Doubletone art contains two tones of grey plus 
black and white, but still reproduces as straight line work. With Croftint 
Doubletone a wash drawing effect can be obtained at line drawing 
economy and speed. * Write today for pattern chart, sample kit and additional information. 


THE CRAFTINT MANUFACTURING COMPANY 


1227 EAST 152nd STREET CLEVELAND 10, OHIO 


Crarlint DOUBLETONE 
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Billy Snyder's 
Efforts Please 
B.B. Pen Co. 


Putting City on Map 
Cost Only $50,000; 
B. B. Benefited, Too 


HoLtywoop—Billy Snyder of 
Los Angeles is a tire salesman, so 
if last June you had told him he 
would be the instrument by which 
Hollywood would achieve its long 
sought objective to be shown on 
Rand McNally maps, and recog- 
nized by the Post Office with its 
own postmark, he probably would 
have looked for attendants in 
white coats. 

Yet today Hollywood is on the 
Rand McNally maps and does 
have its own postmark—and for 
this it can thank B. B. Pens, 
Ralph Edwards, Foote, Cone & 
Belding, and Billy Snyder for the 
“Put Hollywood On The Map” 
campaign which did the job. 

It started early this year when 
Jack Melvin of the agency pre- 
sented a promotion to Rotaert 
Blythe, president of B. B. Pen Co. 
of this city. Mr. Blythe liked it 
and bought it. The promotion 
wound up with B. B. pens getting 
a million dollars worth of pub- 


licity, Hollywood realizing its 


Paul W. Morency, Vice-Pres.—Gen. Mgr. 


Walter Johnson, Assistant Gen. Mgr.—Sls. Mgr. 
WTIC's 50,000 watts represented nationally by Weed & Co. 
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TYPICAL SCENE—This picture of Billy Snyder collecting signatures in Schuster’s 

Milwaukee department store, for his petition to put Hollywood on the map, could 

have been taken in many other cities in the recent stunt backed by B. B. Pen Co., 
Los Angeles—er, Hollywood 


goal, radio stations, department 
stores and chain drug stores in 
23 principal cities cutting in for 
local publicity and sales, with 
everybody concerned happy about 
the whole thing. 

The stunt was spearheaded by 
Ralph Edwards, “Truth Or Con- 
sequences” show when it signed 
off last spring. Springboard was 
the fact that although the Holly- 
wood Chamber of Commerce has 
for a good many years carried on 
an unrelenting campaign to get 
the Post Office Department to 
give the city its own postmark, 
the quarter-million pieces of 
mail that leave the city daily have 
continued to bear a Los Angeles 
stamp. Another gripe was the 
fact that although some map- 
makers have shown Hollywood 


on their maps, the biggest of 
them all, Rand McNally, has not. 

The hook on which the pro- 
motion was launched was the 
consequence that contestant Billy 
Snyder was given by Ralph Ed- 
wards—get a million signatures 
on a petition to “Put Hollywood 
On The Map” and you get $2,500. 
Snyder was given 12 weeks to do 
the job and enough B. B. pens to 
get the signatures. 

He got the signatures, and 
winding up his trek in Washing- 
ton, presented them to the Post- 
master General, who declared 
himself so impressed that he 
granted the petition publicly. Ac- 
tually, the department and Rand 
McNally had capitulated early in 
August. 

That Snyder could have gotten 


by fA ‘ Mayayine 


OF EXECUTIVE INFLUENCE 


Provides extensive coverage of the vol- 
ume industrial market with 83.9°4 of 
circulation among manufacturers and 
wholesalers. 


‘ manufacturers . 
wholesalers . , 

< banks, insurance, Sennsial 
6 transportation, utilities, 
communications, retail, etc. 
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the million signatures on his own 
is doubtful, but from start to 
finish he was carefully guided 
and backed with just about ev- 
ery form of exploitation and pub- 
licity. 

He was preceded into every 
city he visited by Bob Richards of 
the agency. Working with B. B. 
representatives and promotion 
men of the local NBC stations 
carrying “Truth Or Consequen- 
ces,” Richards lined up a clock- 
work schedule of appearances for 
the contestant. 


a Minneapolis-St. Paul was a typ- 
ical three-day stand. While there 
Snyder made a personal appear- 
ance on four radio programs, ap- 
peared on a video program, col- 
lected signatures in all large drug 
stores, had his picture taken with 
the mayor, and obtained petitions 
from the mayor and the city 
council to the Postmaster Gen- 
eral asking that Hollywood be 
put on the map. 


Advance newspaper _ stories 
were planted, advance spots were 
carried in Minneapolis over 


Station KSTP. The Walgreen and 
Snyder drug chains, and Farnham 
office supplies advertised his 
appearance at their stores. In the 
collection of signatures, Snyder 
was assisted by the “B. B. 
Quints,” who in this case were 
models. In each city visited, local 
beauty contest winners or models 
were selected for the Quints. 

B. B. Pen Co. furnished window 
banners, materials for window 
displays which were used by each 
store participating, and interior 
display material. Procter & Gam- 
ble, which sponsors the show for 
Duz, did not participate at the 
beginning but did get credits in 
the latter part of the campaign. 

The bankroll for the promotion 
was furnished by B. B. Pen Com- 
pany. Total cost: $50,000. Cost of 
radio time and newspaper space 
is not included in this figure as 
all advertising was paid for by 
participating stores or donated by 
the radio stations. 


a The company is well pleased 
with the results in terms of good 
will it has built among chain 
drug stores and department store 
outlets. In many cases the event 
was tied up with storewide sales. 
With no exceptions, appearance 
of the contestant developed traf- 
fic-blocking crowds and increas- 
ed sales in participating stores. 
No direct appeal was made to 
“Buy B. B. pens.” According to 
Mr. Blythe it is not yet possible 
to assay how much sales of the 
pen were increased, but he knows 
volume is “very satisfactory.” 
Most important to the company 
is the fact that many new outlets 
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a (ADUSTRIAL MARKETING 


_ 1949 Industrial 
Market DATA BOOK 


xIndustrial Marketing's 
INDUSTRIAL MARKET DATA BOOK 


were opened, and B. B.’s position 
in eastern markets is much 
strengthened. 

When Ralph Edwards announ- 
ced successful completion of the 
“consequence” on his opening fall 
broadcast Sept. 4, he probably 
reflected for a minute at least 
that it almost didn’t happen. 

On his June 19 show, which 
was the kickoff of the stunt, a 
likely contestant was needed. 
There was one: Billy Snyder. But 
he proved somewhat difficult to 
lead. 

As a consequence for failure to 


answer a question, he was handed 
an envelope containing $100. That 
looked good to him so he left the 
mike. Edwards managed to get 
him back to open a smaller en- 
velope inside the first, and to 
take it in preference to the $100. 

The second envelope informed 
him arrangements would be made 
with his employer to give him a 
10-week vacation with pay. Sny- 
der couldn’t picture a better deal 
than this, so once again he headed 
for his seat. Urged to open a third 
envelope, Snyder said “no,” and 
‘no,” and “no.” Edwards literally 


twisted Snyder’s arm to take the 
third consequence and had a qua- 
ver in his voice before Snyder 
was finally persuaded to take the 
consequence which started the 
wheels rolling. 

B. B. Pen appointed FC&B last 
fall, and is running ads in The 
American Weekly, Life and This 
Week Magazine. Its budget is set 
at about $500,000 this year, and 
production is now running at 
about 2,000,000 pens a month, 
nearly as high as its peak last 
December and twice the rate this 
time a year ago (AA, March 29). 
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Davis Appoints Wade 


Mrs. Jessie Owen Wade has 
been appointed production man- 
ager of Wallace Davis & Co., 
Houston agency. 


(Simpson-REILLY, LTD. 
_ Publishers Representatives 
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LOS ANGELES GARFIELD BUILDING 
SAN FRANCISCO RUSS BUILDING 
\ SEATTLE NEW WORLD LIFE BLDG 


The Nation’s Greatest 
FARM EQUIPMENT MARKET 


Entire South in midst of vast farm mechanization 
program... your BEST market for sales expansion 
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60,000 see 24-hour farm 
conversion at Winder, Ga. 
200 pieces equipment used. 


On May 12, 1948, near Winder, 
Georgia, 700 men using more than 200 
pieces of farm and earth-moving ma- 
chinery, converted in one day a 168- 
acre eroded, run-down dairy farm 
into a modern irrigated and mechan- 
ized farm of varigated crops, pasture 
and timberland. Approximately 60,000 
persons from surrounding territory 
and neighboring states witnessed the 
master demonstration. 
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Yours free! Get this factual 
Analysis the Southern 
Farm Market 


In an article for the October fea- 
ture issue, FARM EQUIPMENT SEC- 
TION of Southern Hardware, L. E. 
Childers, information specialist, U. S. 
Department of Agriculture, authori- 
tatively covers the Southern farmer’s 
cash income, relative cost of farm la- 
bor, relative cost of farm machinery. 
A similar analysis which appeared last 
year brought from farm equipment 
manufacturers requests for 45,000 re- 
prints. Write for free copy of the 1948 
October feature issue. 


Publishers of: Southern Power ond Industry 
Southern Hardware ¢ Textile Industries 
Southern Automotive Journal ¢ Electrical 
South * Southern Building Supplies 
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Harvesting clover seed in Georgia 


Here's the sort of market a sales manager can 
whip up a sweat about—current activity booming; 
potential greater than any other section of the U. S. 

Over vast areas of fertile Southern farm lands, 


tem of diversified agriculture. 


war figure! 


FARM EQUIPMENT SECTION of 


Grant Bidg., Atlanta, Ga. 


tractors and power farming equipment are rapidly re- 
placing mules and horse-drawn implements. One-crop 
farming has largely been replaced by an efficient sys- 


Southern farms are being added to electric power 
lines at the rate of 100 every working hour. Southern 
farm income was nearly 814 billion dollars in 1947, will 
exceed 9 billion in 1948—four times the normal pre- 


For the intensive cultivation the 17-state market 
warrants, FARM EQUIPMENT SECTION of South- 
ern Hardware is your most effective medium. Use it to 
reach almost 3 times as many Southern farm equip- 
ment dealers as can be reached with any other farm 
dealer paper. Schedule adequate space for the re- 
mainder of 1948 and straight through ’49. 


Southern Hardware 


A Magazine 
within a Magazine 
filling the special needs — 
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Klein to Klitten—’Koncede?’ 

To the Editor: Your Aug. 23 
issue contains a story on Page 10, 
headlined, “Klitten Agency 
Claims ‘First;’ Uses TV Spots.” 
Your first paragraph says that the 
Klitten agency “believes it is the 
first agency to advertise its ser- 
vice over television.” 

Chambers of Commerce to the 
contrary, Philadelphia is still 
first. 

Quoting ApverTIsInc AGE of 
Oct. 27, 1947 you ran our story, 
“Klein Tests Worth of Video Pro- 
grams,” in which we described our 
thirteen week series of 15-minute 
television shows, sponsored by the 
Philip Klein Advertising Agency. 

Does Mr. Klitten of Kalifornia 
wish to Koncede to Mr. Klein? 

Puitie KLEIN, 

Philip Klein Advertising 

Agency, Philadelphia. 
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Bunny Knows! Knows! 

To the Editor: Shades of Thorn- 
ton Burgess! A _ cigaret-smoking 
rabbit! 

Perhaps most people have al- 
ways felt that cigaret advertising 
was a “necessary evil” and more 
or less took it with a “grain of 
salt.” But the current series of 
newspaper ads for the new Life 
cigaret is really an eyebrow lifter. 

Headline: Even a Dumb Bunny 
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ADVERTISEMENT 


Even A-Dumb Bunny 
Knows The Facts of Life! 


“| may be beautiful,’”’ admits. Mr. 
Rabbit (above), “but you can’t say 
I’m dumb about LIFE! LIFE! LIFE! 
(It’s the great new cigarette.) TASTE! 
TASTE! TASTE! (It’s the bestest- 
tasting yet.) SIZE! SIZE! SIZE! (Why, 
the size is a surprise.) And LIFE is 
wetproof... never, never sticks to your 
lips!” Get Lire Cigarettes...now at 
popular prices. Remember, you get 
more out of LIFE! 


Knows the Facts of Life! 
And this copy! “‘I may be 


beautiful,’ admits Mr. Rabbit, but 


hore elie iD ihe 


UNITED 


Can the national advertiser reach 


every newspaper reader in a rich 


metropolitan city area of over 
500,000 population for as little 


as 55c per line 


daily and 50c 


per line Sunday ? 
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The Courier-Journal 
and Louisville Times 
give their advertisers 
15%,-or-better cover- 
age in 70 counties of 
the rich Kentuckiana 


area. 


335,585 DAILY @ 268,044 SUNDAY 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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you can’t say I’m dumb about 
LIFE! LIFE! LIFE! (It’s the great 
new cigaret.) TASTE! TASTE! TASTE! 
(It’s the bestest-tasting yet.) size! 
SIZE! size! (why, the size is a sur- 
prise.) And LIFE is wetproof ... 
never, never sticks to your lips!’ 
Get wire Cigarets now at 
popular prices. Remember, you 
get more out of LIFE!” 

Ugh! 

Can’t think of a thing more to 
say, except that if rabbits smoke 
LIFE cigarets as quickly as they 
do almost everything else, Ole 
Brer here is liable to wind up 
with a cough! cough! cough! 

WILLIAM J. DUNBAR, 

Account Executive, Harris D. 

McKinney Organization, Phil- 

adelphia. 


Page the Creative Man 

To the Editor: The Creative 
Man has complained frequently, 
and with justice, that most trade 
association copy fails to sell. At- 
tached is the first of a new series 
of advertisements prepared by us 
for our client, the Wood Office 
Furniture Institute. The Sept. 13 
issue of Newsweek will carry this 
ad. Similar ads are scheduled for 
Business Week, Purchasing, Office 
Management, etc. 

We do not hold this up as 
model advertising but I will be in- 
terested in his reaction to associ- 
ation advertising that describes 
product benefits and asks the 
reader to get further information 
on applying the product to his 
needs. 

A. H. EDELSON, 

Account Executive, Henry J. 

Kaufman & Associates, Wash- 

ington, D. C. 
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Likes Schaefer Realism 
To the Editor: As one who 


plays a modest part in the adver- 
tising of Acme beer, permit me to 


Here's How You Get 
More Work in Less Space, 
Better Work from 
the Same Staff 


’ with Contemporary 
W ood Office Furniture 
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SUBMITS EXAMPLE—An account executive of Henry J. Kaufman & Associates, Wash- 
ington, offers this ad for the Wood Office Furniture Institute as one that describes 
product benefits and invites reader action through use of a coupon. 


say that I certainly can’t go along 
with Harold Salsburg in his criti- 
cism of the Schaefer beer ad 
(ADVERTISING AGE, Aug. 23). 
For what it’s worth, my re- 
action to the ad was the exact 
opposite of Salsburg’s. Right from 
the start, the ad struck me as be- 
ing a darned good one, with plen- 
ty of appeal for the average beer 
drinker. In other words, the 
“dirty glass” criticism seems 
rather far-fetched, in my opinion. 
Could it be that friend Salsburg 


is straining at a gnat or some- 
thing? 

C. ALLAN CAVEY, 
Assistant Director, Promotion 
Advertising, Bohemian Dis- 
tributing Co., Los Angeles. 


Mr. Cavey aligns himself with 
The Creative Man, who recent! 
deplored the neatness of adver- 
tising. The Schaefer beer ad con- 
tained a large picture of a recent- 
ly drained beer glass, with tlie 
marks of the beer still on it. 
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LINCOLN TOWER 
(Formerly Mather Tower} j 
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400 NORTH RUSH STREET, CHICAGO 11, ILLINOIS . PHONE 
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A COMPLETE SERVICE 
IN THE CENTER | 


OF THE 


| ADVERTISING AGENC 
DISTRICT — 
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JFAITHORN is the only concern 
in Chicago thot offers this 
COMPLETE SERVICE. 
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Advertising Age, September 20, 1948 


Sponsors Offering Free 
Ride, Prize Donors Told 


‘Stop Music’ Tells 
All in Sales Push 
on Giveaway Donors 


New YorK—The one essential 
ingredient of the radio giveaway 
show is something to give away; 
and as everyone except 99.6% of 
the radio audience has long 
known, the magnificent prizes 
given away on radio giveaways 
are not purchased by the show or 
its sponsor, but donated in return 
for air mentions and general pub- 
licity. 

Not the least important aspect 
of successfully operating such a 
program, therefore, is the constant 
collection of worth while, expen- 
sive prizes. And with the mush- 
rooming of giveaways, and the re- 
sulting need for more and more 
prizes, the art of garnering prizes 
has become a big business. In 
many instances, brokers handle 
the business, charging the donat- 
ers a small fee for their services, 
in addition to the prize itself. 
Louis G. Cowan, Inc., owner of the 
fabulous “Stop the Music,” 
handles details of prize collecting 
itself, with a technique which 
gives some promise of raising the 
body temperature of other adver- 
tising media to a new boiling 
point. 


a In a letter recently sent, cold 
turkey, to prospective prize 
donors, Bluma Goodson, “mer- 
chandising director” of the Cowan 
organization, not only took occa- 
sion to emphasize the importance 
of the “Stop the Music” show, but 
to do a bit of selling on the idea 
that the prize donor gets “all the 
impact; all, the audience appeal; 
all the word-of-mouth, all the 
concentrated attention of America 
on this Number One show while 
our sponsors pay the full tab.” 

She also took occasion to con- 
trast the prize donor’s value on 
“Stop the Music” with magazine 
advertising, with specific atten- 
tion to Time, Life and Harper’s 
Magazine. 

Said Miss Goodson’s letter, in 
full text, with only the name of 
the company to which it was ad- 
dressed changed: 


a “No doubt you have heard of 
our terrific radio show, ‘Stop the 
Music.’ In the following pages, I 
would like to acquaint you with 
the facts and figures that make us 
the Number One show on the air. 
I know that we can do a terrific 
promotional and advertising job 
for Jones & Jones, Inc., and be- 
lieve that you too will think the 
same after hearing about ‘Stop 
the Music.’ And now to the facts 
f ‘Stop the Music.’ 

“Stop the Music’ is the most 
talked about, most publicized and 
most listened to show in the entire 
United States. The Hooperating 
Which hits 12.2 and makes us the 
Number One show on the air 
means that MORE THAN TWELVE 
MILLION people are tuned in to 
Stop the Music’ during its Sunday 
night broadcast. Never in the his- 
tory of broadcasting—says Mr. 
Hooper of the famous Hooperating 
Service—has a radio show taken 
an entire industry and an entire 
country by storm in the way ‘Stop 
the Music’ has. 


“Our sponsors pay TWO MILLION 
DOLLARS a year for the show—or 
per 


FORTY THOUSAND DOLLARS 
sroadcast—for the privilege of 
‘eaching this tremendous circu- 
lation. On the other hand, you can 


put Jones & Jones, Inc., in our 


and an additional plug per show 
—for no other cost to you than 
your product. You will receive 
two name impressions per pro- 
gram for as long as our jackpot 
holds out — which is until our 
new MYSTERY MELODY will be 
cracked. We can’t say exactly how 
long this will be, but a conserva- 
tive average is FIVE WEEKS. Five 
weeks—at two mentions per show 
—on the top rating participation 
show in America is worth in cash 
terms a good SEVENTY-FIVE THOU- 
SAND DOLLARS in hard circulation. 


s “More important is the fact that 
if you WANTED to spend the seven- 


ty-five thousand, you could still 
not buy a piece of ‘Stop the Music’ 
without committing for a mini- 
mum of a half-million dollars 
per year expenditure. So, you are 
getting all the impact; all the 
audience appeal; all the word-of- 
mouth; all the concentrated atten- 
tion of America on this Number 
One show while our sponsors pay 
the full tab. 

“A full-page ad in Time maga- 
zine costs about $5,700, not in- 
cluding production. Time has a 
guaranteed circulation of 1,500,000. 
A full-page ad in Life magazine, 
black and white, costs $16,000, and 
Life has a guaranteed circulation 
of 5,300,000. A full page, black 
and white, in Harper’s Magazine 
costs $2,600, not counting produc- 
tion costs. A full-color page in the 
same magazine costs $3,600. The 
circulation of Harper’s is 252,000. 
I haven’t checked to find out the 
readership figures, but I suspect 


they are low, and if I am right, 
this would mean a fairly high 
cost per reader for Jones & Jones, 
Inc., to get their name across to 
the American man and woman. 
For a much smaller cost Jones & 
Jones, Inc., can be brought to the 
attention of considerably more 
millions of people than the cir- 
culation figures of any of these 
magazines show. 


a “I may sound as though I’m 
overly enthusiastic, but if you 
saw the publicity clippings stack- 
ed up in our press room, and if 
you saw the thousands of pieces 
of mail begging for tickets, you 
would understand why it is im- 
possible for me to oversell this 
great show, and the selling and 
public relations job it will do for 
you. 

“T hope I haven’t taken up too 
much of your precious time, but 
I do believe this is a terrific ad- 


vertising and promotion campaign 
for Jones & Jones, Inc. 

“Thank you for being so kind as 
to read through all of this and if 
you have any questions, please 
don’t hesitate to communicate 
with me. 

“I look forward to working 
with you in the near future and 
hope to hear from you soon.” 


Switzer Names Kane; 
Plans First Ad Drive 

Switzer’s Licorice Co., St. Louis, 
has appointed Kane Advertising, 
Bloomington, Ill., to handle the 
first national consumer advertis- 
ing in its 45-year history. 

Starting in October, Switzer’s 
Old-Fashioned licorice will be 
promoted via national magazines, 
direct mail and trade publications, 
augmented by newspaper, spot 
radio and transportation advertis- 
ing in local markets. 


FAMOUS 


IF YOU WANT YOUR CATALOGUE OR BOOK- 
LET TO BE READ FROM COVER TO COVER... 


be dite Thtid a covet / 


jackpot, and receive a description 


! 

! 
COVER 
; 

’ 


% 
; 
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are betting she'll win. 
PAPER $ — Made by The Beckett Paper Company 


Color that catches the eye, texture that is 
pleasing to the touch, quality that assures 
long wear—these are the ingredients 
that make BUCKEYE and BECKETT 
COVERS the first choice of ad men 
and printers everywhere. Keep in- 


dummies. 


THE 


PAPER 


spiration at your elbow with the 
Beckett Auto-File— better than any 
sample book, it contains samples of 

all colors, weights and textures, 


ready for use in working up 


HAMILTON, OHIO 


f ! 
é ' 
FAMO u $ COVER en Photographed by Benedict Frenkel } 
; Pat McElroy can speak for the whole State of Texas. She is the official repre- : 
' sentative of the Lone Star State, made so by act of the legislature. She is reputed I 
' to have posed for more bridal photographs in 1948 than any other New York ! 
; model. She has been the cover girl on LADIES HOME JOURNAL, WOMAN'S ' 
I HOME COMPANION and TRUE STORY, has been the Camel girl on two ; 
! occasions, is entered in the current “Miss Rheingold” contest and her friends 1 
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SAPPHIRE— 


one of the 13 colors in the 


BUCKEYE COVER line 
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‘Nobody's Fool’ 
Novel Involves 
Highpowered PR 


Harrison Explains 
Hired Intellectual’s 
‘Unhealthful’ Role 


New YorKkK—John Sherrod, the 
hero of “Nobody’s Fool,” is a pub- 
lic relations man. The eminent 
practitioners of that business in 
real life may not recognize him, 
or they may envy him. He took 
seconal to get to sleep. He wor- 
ried about the effect of what he 
did for a living. And he finally 
left public relations because 
“there was no health in me.” 

In 300 pages, Sherrod succeeds 
in getting an avaricious metals 
company out of the grip of a 
congressional committee—using a 
familiar technique. He also is in- 
volved in a precious business 
about finding a “common man,” 
exploiting him ruthlessly, and fi- 
nally being junked when the com- 
mon man decides he’s hadenough. 
All this, with scattered bits of 
philosophy thrown in, occur in 
the best of the bar-bed-business 
fiction tradition. 

Admen who read the book will 
inevitably be reminded of “The 
Hucksters.” But Charles Yale 
Harrison, who wrote “Nobody’s 
Fool,” has no villain to compare 
with the soap magnate; his char- 
acters merely get tired of making 
so much money, yearn for better 


When the rain p-o-u-r-s, 
Mister... 
after you had 
wisely stated 
that “it 
will not 


Sorry, sir, 
but 


she’s 

Your 

Worry! 
But ” 
OVERLOADS 


in TRANSCRIBING 


... those are 


Our Worries! 


Mister Office Manager .. . do you 
need an inventory that’s up-to-date, and 
kept up-to-date? Do you have a question- 
naire so voluminous you can’t find time 
to sift its priceless control facts, opin- 
ions? Do you, at intervals, have a 
voluminous amount of typing to do? 
Do you need today’s sales slips analyzed, 
recorded today? Do you have a re- 
search that is growing stale? 

Those (and their like) are OVER- 
loads, headaches, absolutely necessary, 
costly; disrupt routine, office procedure, 
pile it up in piles; cause turmoil, waste 
time, waste money, but you could..... 


<(/ornunman 


The nation's foremost office overload service 
WORKMAN SERVICE, INC. 
109 N. Wabash Ave., Chicago 2, Ill. 
Other office locations: 
New York City © Los Angeles 
Minneapolis ¢ Seattle 


things and are dubious about the 
worth of what they do. Harrison 
is a smooth and competent writer, 
who writes about top level public 
relations as if he knew it well. 


ws Harrison has never worked for 
a large private public relations 
company; his public relations ac- 
tivities have been for the New 
York Sacco-Vanzetti committee 
in the ’20s; the New York City 
Housing Authority, 1934-38; In- 
ternational Brotherhood of Elec- 
trical Workers, 1939-43; Labor 
League for Human Rights, 1943- 
45. 

Jefferson Clarke & Associates, 
the fictional firm to which Sher- 
rod belonged (and whose fictional 
quality is attested by a formal 
and perspiringly thorough note in 
the flyleaf) had one principal 
function, namely: 

“To suggest policy and activity 
for our clients so that they would 
appear as instruments for the 
public good, instead of organiza- 
tions with their corporate eyes 


on the managerial control and 
quarterly dividends. In short, we 
were the hired intellectuals, the 
brain trusters, of modern indus- 
try. And quite definitely we re- 
sented being bracketed with the 
flashy dipsomaniacs of Broadway, 
the platinum neurotics of the ad- 
vertising agencies,and the whoop- 
sing geniuses of radio, although 
at times our efforts meshed.” 


ws “Nobody’s Fool,” which Henry 
Holt & Co. says received enthu- 
siastic comments from the pub- 
lic relations men who saw ad- 
vance copies, is really two stories. 
One is the efforts of the Clarke 
outfit to get a clean bill of health 
for Iroquois Metals, a company 
which had a phenomenal record 
of war production and had never 
worried about the ethics of fixing 
an occasional legislator, or main- 
taining a platoon of floosies. 
The story of Iroquois, how it 
got into the jam and how Clarke 
fished it out, is told in crisp, re- 
portorial prose—and the _ back- 


ground of postwar headlinesmake 
it seem authentic. 

The other story, the tale of the 
search for a common man, his 
establishment, exploitation and 
disillusionment, is as fuzzy in de- 
tail and motivation as the Iro- 
quois Metals is sharply-defined. 


a If the novel has a moral, it 
seems to be that the public is only 
susceptible to hokum in the mass, 
and maybe not then. Looking at 
a huge blowup of a crowd in his 
office, Clarke tells Sherrod, “It 
was a mistake to go out and pick 
up that dumb cluck in the flesh. 
. . . Those bastards are only safe 
in the mass.” 

As Sherrod checks out of the 
firm, Clarke is intent on building 
a new political organization—The 
Common Men of America, Inc.— 
an idea which bothers Sherrod, 
because he thinks it will be “a 
mass pressure group led by a 
ruthless elite.” 

Henry Holt & Co. will back the 
book with sizable advertising, 
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keying its campaign to “hokw 
behind the headlines” and an ir - 
timate glimpse into the world «f 
high-octane publicity. 


Sightmaster Names Agency 
Sightmaster Corp., New Rx 
chelle, N. Y., has appointed Ma: 
cel Schuloff & Co. to handle ii 
consumer advertising campaig: 
Magazines and newspapers wi | 
be used to promote the “new 
look” in television, the “Sig! 
Mirror with Remote Control ’ 
The patented feature will be of- 
fered for use in both homes an 

public meeting places. 


Nielsen Starts ‘NRI News’ 

A. C. Nielsen Co., Chicago, fol- 
lowing up extension of its radio 
index to a national sample (AA, 
Sept. 6), has released the firs! 
issue of “NRI News,” monthly 
publication to be distributed to 
clients and prospects. The inau- 
gural issue describes the new NR! 
service and Nielsen’s mailable- 
type Audimeter. 


) 


As an advertiser, you want assurance of the 
greatest number of readers you can get 
dollar invested 


Liven an editor 


with 26 heads 


And it’s chiefly the editor's job to see that you 
get this—by selecting material that attracts the 
greatest number of readers to every page he edits. 


ee, couldn't do this job for you 


different publications 


in which it circulates. 


each of which is edited 
per specifically for the particular section of the country 
in the publications you use. 


Because of this set-up, the 26 Sunday Magazines 
of Metropolitan Group enjoy—according to all 
available studies —the highest average inside page 


readership of anything in print. 


This is expecting a lot of any one editor because 
readers differ in different sections of the country. 
What interests an Atlantan might leave a Mil- 
waukean absolutely cold. And even an editor 


with 26 heads would have difficulty knowing 
every section of this country intimately. 


No national magazine or Sunday supplement 
offers such an editorial or publishing set-up. 


In Metropolitan Sunday Magazine Group ad- 


vertisers are assured of top page interest because 
Metropolitan has 26 different editors with 26 


me) Sgeeee es orc Bar ae x 
es eth tl vats Say ap ae ecuigs Sas 


Shee ae eee 


Have you heard the whole Metropolitan 
Sunday Magazine story lately? 


And as a direct result of this, advertisements, 
too, in Metropolitan Sunday Magazine Group 
consistently attain higher noting and reading. 


Metropolitan Sunday 
Magazine Group 
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Webster-Chicago 
Breaks Drive for 
Wire Recorders 


Cutcaco — With cooperative 
newspaper copy providing the 
bulk of the program, Webster- 
Chicago Corp. next month will 
jaunch its most intensive fall ad- 
vertising campaign for the Elec- 
tronic Memory wire recorder. 

The cooperative ads are sched- 
uled to run in 200 papers in 192 
cities. One thousand, 750 and 450- 
line insertions will be used, show- 
ing all three of the company’s 
wire recorder units. In addition, 
Webster-Chicago manufactures 
automatic record changers, pho- 
nographs and nylon needles. 

Copy stressing the varied uses 
of the Electronic Memory will 
run during October in Better 
Homes & Gardens, Business Week, 
The Saturday Evening Post and 
Time. Publications in the school, 
medical, church and legal fields 
also will be employed, and busi- 


hese are the 26 
inday magazine 
cture sections of 


etropolitan Group 


\TLANTA Journal 
BALTIMORE Sun 
BOSTON Globe 
and/or Herald 
BUFFALO Courier-Express 
CHICAGO Tribune 
CINCINNATI Enquirer 
CLEVELAND Plain Dealer 
DES MOINES Register 
DETROIT News 
and/or Free Press 
INDIANAPOLIS Star 
LOS ANGELES Times 
MILWAUKEE Journal 
MINNEAPOLIS Tribune 
NEW YORK News 
PHILADELPHIA Inquirer 
PITTSBURGH Press 
’ROVIDENCE Journal 
sT. LOUIS Globe-Democrat 
and/or Post-Dispatch 
ST. PAUL Pioneer Press 
SEATTLE Times 
SPRINGFIELD Republican 
SYRACUSE Post-Standard 
WASHINGTON Star 


hike other national media, 
etropolitan Group is a national 
work of twenty-six (26) locally 


ned, locally edited, locally power- 
Sunday magazines . . . printed in 
avure for 15,000,000 families. 


er local ownership, local view- 
nt, local editing, local power, 
!up to the greatest local patron- 

nd popularity accorded any- 
ng im print. 


Metropolitan 
Sunday Magazine 
Group 


East 42nd Street, New York 17, N. Y. 
TRIBUNE TOWER 
CHICAGO 
NEW CENTER BUILDING 
DETROIT 
iss MONTGOMERY ST. 
SAN FRANCISCO 
448 SOUTH HILL STREET 
LOS ANGELES 
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ness paper ads will inform deal- 
ers of the new units and new uses 
of established products. 

The fall campaign will cover 
167 market areas in which ap- 
proximately 85% of the nation’s 
business is transacted, according 
to S. T. Seaman, advertising man- 
ager. Dealer support is to include 
window streamers, counter cards 
and promotional literature. 

Fuller & Smith & Ross handles 
the account. 


British Press Ads Up 

British press advertising for the 
second quarter of 1948 was up 
1.3% from the second quarter of 


last year, from £5,280,309 to £5,- 
344,619. Newspaper revenue, ex- 
cept for Sunday papers, dropped 
slightly, while periodical volume 
increased. Proprietary and food 
advertising were both off, while 
soft drinks and shaving prepara- 
tions showed the greatest in- 
creases. 


Erickson Heads Mart Group 
Vie Erickson Sr., vice-president 
of Welmaid Products, Chicago, 
has been elected president of the 
reorganized Housewares and Ap- 
pliance Association of the Mer- 
chandise Mart. Other new officers 
include Wm. Meyer, W. F. Meyer 
& Sons, vice-president; Arthur 


Meyer, with the same company, 
secretary, and C. R. White, Quak- 
er Stretcher Co., treasurer. 


Schenley Forms Subsidiary 

Schenley Distillers Corp., New 
York, has formed a new subsidi- 
ary, Melrose & Co., as a successor 
to Records & Goldsborough, 
Maryland distiller. The new com- 
pany will continue the Melrose 
brand name and resume bottling 
and rectifying operations in the 
predecessor’s plant in Baltimore. 
Seward W. Eric, president of 
Melrose, will make his headquart- 
ers at the home office at 50 W. 
57th St., New York. 
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THE NEGRO 


MARKET IS 


TERRIFIC! 


15 million American Ne apens 
10 billion dollars a year! If you have 
, Or any other 


soed, Gotan. a 
products to sell, reach this big buyi 

rae Grou the Negro ~~ —- 

magazines. Interstate Un News- 
papers, —_ 545 Fifth Ave., N. Y., can 
show you how advertising in these 
publications reap big markets and 


profits! Write us today. 
NOTE: We now have facts compiled by the 
~ s one Co. ¢ America on brand 
erences of Negroes from coast to coast. 
Write now for this free information. 


Many a piece of excellent dealer help direct mail advertising 


is today gathering dust under retailers’ counters! 


We know! 


It’s our business to know these things. And 


surveys made, both by ourselves and by our many clients, 


prove conclusively .. . 


that when the responsibility of han- 
dling the details of a dealer help direct 
mail program is left in the hands of 
retailers, the material too often ends 
up gathering dust under the counter. 


Most dealers simply haven't the time, the inclination, or the 


facilities to handle systematic mailings to their best prospects. 


Few have the most important requisite for a successful mail 


program—a satisfactory mailing list. 
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Does Your DEALER-HELP ADVERTISING Siop Here’ 


The answer is Donnelley’s complete direct mail service— 
supplying the mailing lists, planning the campaign, creating 
the pieces, printing the material, imprinting, addressing, 


and mailing. 


The dealer is spared all handling details—the advertiser con- 
trols the program from one point—and both the advertiser and 
the retailer get full value from the promotional dollar spent. 


DONNELLEY SERVICES INCLUDE: 


@ CONTEST PLANNING AND JUDGING—supported by years of 


experience in handling the nation’s major contests. 


' @ SELECTIVE MARKET MAILINGS—proved by exhaustive tests, 


national, regional and local campaigns. 


@ MAIL-AWAY PREMIUM SERVICE—executed by an expert staff 
geared to handle volumes of requests quickly and efficiently. 


@ SAMPLE MAILINGS—mass or selective coverage, including the 
complete job of addressing, packaging and mailing. 


ONNELLE 
305 £. 45th St. 
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Bakers Schedule Meeting 


The 1948 annual bakers meet- 


Coghlan Joins Bauerlein 
Reginald Coghlan, formerly 


ing and convention of the Amer-|with Compton Advertising and 
ican Bakers Association will be|Ruthrauff & Ryan, New York, 


held at the Stevens Hotel, Chi- 


7 be 


“Tomorrow—Unlimited.” New Orleans. 


has joined the executive staff of 
cago, Nov. 4-6. The theme will|Bauerlein Advertising Agency, 


Reaches 42% 
more homes 


. . « in Fort Wayne The News-Sentinel reaches 
42% more homes than are reached by the morning 
paper... that’s a lot of extra purchasing power for 


an advertiser to shoot at. 


Write for new 1948 Market Map 


THE NEWS-SENTINEL 


FORT WAYNE, INDIANA 
ALLEN-KLAPP CO. @ 


NEW YORK — CHICAGO — DETROIT 


Use ‘Deal’ Money 
on Ads, Seagram 
Head Tells Trade 


New YorK—The money spent 
on “deals” would buy a lot more 
if used properly for advertising 
and sales promotion, Victor A. 
Fischel, president, declared here 
at the first of a series of 11 meet- 
ings for Seagram Distillers Corp. 
field representatives, distributors 
and salesmen. 

The company, he said, is against 
“deals” by either distillers or their 
distributors, since they are merely 
“shots in the arm” that build noth- 
ing for the future. “On the con- 
trary,” he added, “they only en- 
courage the retailer to wait for 
the next deal, even to the point of 
running too low on his necessary 
inventory. 

“It is Seagram’s conviction that, 
if the money spent on deals were 
to be used effectively on local ad-- 


Vo Mhasrcals On Tnisday Until 
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@. . . and “my friend,” the boys in the Barber Shop are no odd 


figures because each week in the homes of thousands upon thou- 


sands of subscriber families, throughout the rich, able-to-buy, 


farm and rural town area of Iowa, Nebraska, Kansas, Missouri 


and Colorado, CAPPER’S WEEKLY is a reading “must.” 
The unique HUMAN INTEREST style of Editorial Tech- 
nique, individualizing CAPPER’S WEEKLY, is the answer. This 
fact in turn makes CAPPER’S WEEKLY a “League Leader” for 


quickly produced inquiries and low cost sales for products sold 


either direct or through dealers. 


Put CAPPER’S WEEKLY to work for you... It Makes The Sale! 


y; 


912 KANSAS 
TOPEKA , KANSAS 


AVENUE f 


Capper Publications, Inc. 


vertising and sales promotion, it 
would pay far greater dividends 
and result in much repeat busi- 
ness.” 


a Mr. Fischel predicted that sales 
of top whisky brands this fall will 
exceed the high levels of a year 
ago. During the June-August peri- 
od, he said, the downward trend 
of sales which characterized the 
market last spring was reversed. 
He believes a relatively small 
number of quality brands, prop- 
erly promoted, will continue to 
get an increasing share of the 
available business. 

The top 10 brands now account 
for 65% of sales, he said, in con- 
trast to the prewar years when 
the top 10 accounted for only 20% 
of the business. 

Seagram executives, led by Mr. 
Fischel, will travel to other ma- 
jor markets during the next six 
weeks to offer the hard-hitting 
sales presentation to sales repre- 
sentatives and Seagram distribu- 
tors and their salesmen. These 
will include Arthur J. O’Neill and 
H. W. Evenson, assistant general 
sales managers; George E. Mosley, 
Seagram advertising manager, and 
Walter Yates, national brand 
manager for Seagram’s V. O. Cana- 
dian whisky and Ancient Bottle 


gin. 

Through Roy S. Durstine, Inc., 
and Warwick & Legler, Seagram 
will invest $3,000,000 in mass 
media advertising of its products 
this fall (AA, Sept. 13). 


Atlantic to Air 257 Games 
Over Regional Networks 
Atlantic Refining Co. has sign- 
ed for sponsorship this fall of 257 
high school, college and profes- 
sional football games over region- 
al networks on the eastern sea- 
board which total 100 stations. 
Atlantic, which has broadcast the 
sports events for 13 consecutive 


Advertising Age, September 20, 19488 ),ertis 


years, will have 68 men behing 
the mikes. 

In addition to radio coverage o 
145 college, 90 high school and 2 
professional contests, Atlantic «sq 
will sponsor telecasts of the Pe:.n 
sylvania games over WPTZ, Phil 


adelphia; home games of Prince = 

ton, over WCAU-TV, Philadig ™ 
phia, and some Boston Colleggmatet® 
contests plus the Harvard-Holg™ a 

Cross game over WNAC-TYV, Bos we 
ton. N. W. Ayer & Son, New York} snes 
directs the entire program. pe 


Harper Adds Duties 

Marion Harper Jr., assistant 
to the president of McCann- 
Erickson, New York, will adminis- 


ter the principal responsibilitieg@!OS RE 
of Carl B. Robbins, executivefpinded th 
vice-president of the agency purses 9 


while the latter is on leave ofpept. 12 
absence with the General Ply.Mogozine 
wood Corp., a McCann-Ericksonf>ey Ad 
client. Mr. Robbins has been elec-Bu'lingtor 
ted president of General Plywoodfronvfact 
but will continue to be available 
for consultation with McCann 


Erickson (AA, Sept.13). Railre 
ake 
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153,887 


A recent popularity survey conducted at Alameda, Cali- D. B. 
fornia, by the West’s largest U.S. Naval Air Station, showed 
the Oakland Tribune to be the favorite newspaper. 


With the greatest home delivered daily city circulation, 
the Tribune is also Northern California’s favorite newspaper. 


TOTAL NET PAID CIRCULATION 


AB.C. Publisher's Statement, March 31, 1948 


Oaklandi02 Tribune 
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xecutivesminded the public of the urgent need for 
agency purses in this ad which appeared in the 
leave ofpept. 12 issue of the New York Times 


JMagazine. The ad was placed through 
rey Advertising, New York, for the 


en elec.purlington Flat Goods division, which 
Plywood fmonvfactures fabrics for nurses’ uniforms. 
availal 


ailroad Admen 
ake Own Advice, 
our the West 


SuN VALLEY, Ipa.—Twenty-two 
allroad advertising managers, 
epresenting companies with ap- 
ropriations of well over $13,000,- 
00, left here last week after ab- 
orbing four days of “atmos- 
here.” 

Taking a leaf from their own 
ravel brochures, the Association 
f Railroad Advertising Managers 
topped off here while on a two- 
week business sightseeing tour of 
he West which also included 
tops at Salt Lake City, Denver 
und Estes-Rocky Mountain Na- 
ional Park and return to Chicago. 
Purpose of the convention tour, 
which included business meetings 
ws Well as recreation, was to enable 
he railroad admen to secure first- 
land information for planning 
ravel advertising programs. 

The group included Sam Mc- 
ay, Baltimore & Ohio, association 
resident; Horace Northcott, Un- 
Pacific, vice-president; Al 
ckstein, Illinois Central, treas- 
rer; Charles Perrin, Poole Bros., 
*hicago, assistant secretary; O. F. 
Sooper, Atlantic Coast Line; R. P. 
Schaffer and R. H. Klank, Chicago 
North Western; Ralph Jennings, 
Burlington Route; C. C. Dilley, 
Milwaukee Road, and Walter 
Rodie, Rock Island Lines. 

Also, Carlton Sills, Denver & 


Rio Grande Western; Harry 
James, Frisco Lines; Fred Tipple, 
Santa Fe; Ivan Coppe, Great 


Northern; Jack Dobson, Lehigh 
Valley; Harry Tate Jr., Missouri- 
Kansas-Texas; Ray Maxsell, Mis- 
souri Pacific; Lew Perrin, North- 
ern Pacific; A. L. Kohn, Southern 
Pacific; Leo Brown, Wabash; 
Julius Hanna, Nashville, Chatta- 
nooga & St. Louis; Gus Kaiser, 
Caples Advertising Company; 
George Savage, Illinois Central, 
and J. F. Burns, “Official Railway 
Guide’”’. 

Foreign railroad members of 
the group on the tour included 
li- D. B. Wallace, Canadian Pacific; 
od G. Hawley, National Railways of 
Mexico; Charles Stockes, London, 
and A. Caprario Bonavia, Central 
n, Uruguay Railway. 


De Jur-Amsco Offers 
New Movie Camera 


DeJur-Amsco Corp., New York, 
hes scheduled ads in dailies in 
New York and Philadelphia to 
inroduce its new 8 mm. movie 
camera. The new camera will be 
available next in the Los Angeles 
market. Copy in business news 
pi blications will begin in October. 

Reiss Advertising, New York, 
hindles the 
ccunt. 


Dale to Deutsch & Shea 


DeJur-Amsco ac- 


Dale Fifth Avenue, New York, 
his appointed Deutsch & Shea, 
New York, to handle advertising 
for luggage and wardrobe trunks. 


1948 


McGarrett Joins ABC 


George F. McGarrett has joined 
American Broadcasting Company, 
New York, as an account execu- 
tive on the network sales staff. 
Formerly with Foote, Cone & 
Belding, he was account execu- 
tive for Lucky Strike for three 
years. 


Davis Agency Moves 


Irving Davis Co., New York, 
formerly located at 15 Park Row, 
has moved to 151 W. 5lst St. The 


7-3790. 


La Farge Elected V. P. 


John F. La Farge, formerly 
with the copy departments of N. 
W. Ayer & Son, Dancer-Fitz- 
gerald-Sample and Young & Ru- 
bicam, New York, has been elec- 
ted a vice-president of Hewitt, 
Ogilvy, Benton & Mather, New 
York. 


Names Wilbur, Shettield 


The MacLevy Slenderizing Sal- 
ons and MacLevy Equipment 
Corp., New York, have appointed 


new telephone number is Plaza | Wilbur, Sheffield Co., New York, 


to handle their advertising. 


C-P-P Elects Dreger 


Dr. E. E. Dreger, research di- 
rector of the Colgate-Palmolive- 
Peet Co., Jersey City, N. J., has 
been elected vice-president in 
charge of research and develop- 
ment of the company. Dr. Dreger 
joined the Colgate research de- 
partment in 1925. 


‘Esquire’ Names Jontry 


Jerome M. Jontry, West Coast 
advertising manager of Apparel 
Arts and Esquire, has been ap- 
pointed manager of the Detroit 
office of the two magazines. C. E. 


57 


Paulson, West Coast advertising 
'manager for Coronet, will now 
‘represent all three magazines in 
ithe Esquire, Inc., group on the 
| West Coast. 


$.$. SPECIAL 
FRISKET CEMENT 


$5.00 per gal. $1.50 per at. 
ARTEX ARTIST 
RUBBER CEMENT 


$3.50 per gal. $1.25 per qt. 


& 
aa 


"SELF-STIK” 


Point-of-Sale Signs 


Thousands of choice locations are 
available free to advertisers who 
use Mystik Self-Stik Point-of- 
Sale Signs (patented). You can 
put Mystik signs right at the 
spot where sales are made—on 
walls, counters, display cases, 
shelf edges, store doors, cash 


om 
LAKES 


It only takes a moment for a salesman or store 
man to place a Mystik “Self-Stik" Sign. Just peel 
off protective back to expose the adhesive. Sticks 
without moistening. Easily removed. 


* * * 


registers. May be applied direct 
to many products. 

And the famous Myst1x ‘“‘Self- 
Stik” adhesive back makes it easy 
to display your advertising mes- 
sage. It means you get more 
signs up and in better locations. 
Let us show you how MystTIk 
puts your story out front... 
where your product is sold. 
No obligation. 


FREE! Mail coupon for free copy of “Give Your Product Point-of-Sale Punch", 
20-page illustrated brochure chock full of display ideas. 


2639 N. KILDARE + CHICAGO 39 + SPAULDING 1600 « In New York: 1775 Broadway — Offices in all other Principal Cities 


CHICAGO SHOW PRINTING COMPANY 

2639 N. Kildare Ave., Chicago 3, Ill. 

0 Send free copy of illustrated brochure on point-of-sale ideas 
Send your representative 


Name - 
a 


Address— — 


Check This List of CSP 
Services Against 
Your Needs 


MYSTIK (Self-Stik) 

[-] Store Signs 

[_] Shelf Edge Signs 

[ ] Display Case Signs 
[_] Econo Truck Signs 
[ ] Product Signs 

[ ] Duo Signs 
LJ 
LJ 


Chek-Tabs 
Specialties 


DISPLAYS 


[| Animated 
[| Flasher 
[| Dispensing 
STANZALL (Weather proof) 
[_] Outdoor Signs 
and Cut-Outs 


CLOTH and KANVET 


[ | Streamers 
[ ] Pennants 
[_] Highway Signs 


[| Art Staff 
| ] Production 
L) 


Distribution 


*Trade Mark Registered 
Mystik Print Patented 


vrei 


ee ee ee ie ee ol ee eee ee | iN Be ee a ge ee eo, ee ge ee é ey gta sete ae pre ie u 1" Z ne = 
a ee. a a of lant alle ra ey ee ee iene... a ee ea i sil ba A a ee oe SOR gs os | ed fee) ee a ere ay 2 rey 3 ed . ee ae . 
ps CR Sha Fen e ee e Paes) eee Bia a7 ee. ED oo oer RS <p aen=  ~-. NS eiieaaie feline i ee ee er Oe oer ee dias a 
ein ig + . Be ot “Be a : ia = ee. x EE Sees ae ee en, eco ane” eae | ee oe eee ‘ oS 
‘ Seer ee See ce 
pita ee 
rs 
a ee ee a ap 
z 4 fake 
< . = 
Z oy 
- ~~ ky (1) DISPENSER yee 
heads 6 ai =) —S- (meth seas 
Sf ee ee Po — ees a 
ot an 2 ela 
mo 
a 5.5. RUI 
. §.5. RUBBER CEMENT CO. 
omnia. aan ace & poe poe pe oe SS S914 WN. MICHIGAN AVE., CHICAGO}. ‘IL. ie 
a cade: eee 6M Med went eae Gr emmy pen SY | | ner ue 
ee ae ai 
caietiiintion ee csituch 4 ee 
Burlington Malls ** : 
-weeian emma nae Se ot» cena 5 tine nets» da ceo owe — 
sa vega. 
eet 
DS RECRUITING—Burlington Mills re- : 
ae 
ral P ie 
Erick ~ 
Pe — — 
. pdr a EN he Se pass} F , - “ ! 
“ a 4 ‘ Me sis pile BS . Lene - ¥a 
McCann al Hh 
ite r 7 * 7 ive 
: a rs ual sls Apia “ 7 
= Ce ee se , bist | 
‘ : = hie aps Ty ees s noe e cae <A a : 2 ok ole 
: aT ae ce hs” ena ey — Lae 
a § 2 ; Pe Be Dts oe Pa oe oe a ae berg” 
‘ ae oie lg Wed es retest se ee po rae ee ee oe 4 a : set 
, i ao At : ——— See ee ee ai eee ne eae Cee ae dea 1a 
ey he eee: : *, Se < iat ee eae ee tre ee ae ee eee ee A 
GENS mi ebeae CEE ig ei i ce ; eid 
i) : ae) ARE aie Oe i yr ees - man ; = . 
: ‘ ; ; re ; ; : ———— 
- j +? _—_— . wll ae 
EP 7 z pea es ' ay a 
a . : as , . t, 7 Ae >) 4 ma meat vt 3 ‘ 
) me we ee : a + ian 
: : pe . 7 : a meer, . . 
a oe _ _ ee. ; — ea ; . 
: : . “ ' a.’ ‘ ; * oe ee # Tagg 8 Sing 
ae “4 ~ pute b ale We ct) ks es ; 
eh ‘. —_ .—_ i ee a 
| ae .— aw Oo 2 Ry | 
2 eas ia BU a geiae 1% vy a" alae ee (ENE a» aig 2 rae is Bee . 
a . pail ge 6 ae de 
2 ’ s ae es eg eens tke tty he ae: 
Le a. OT etree. 8 Sa sae - 7 oe. Ao» RRS ei ee ¥ 
oe i. ae ee ee iM da Sie OE Eee apg ae ee i ‘ 
— . . an “gee af RES saat 
less yee? YX 
} ; . hues ‘ 
. i te oe ae ‘ ; 
Pa ee seen phage, ote . ; 
ee Hon ag ee al Sea ne 
Sig : 2 ae a seni [a oe ini : 
“aeoes a ge Series vm. oS 2. RR eae oe ve ae yal } 
oat 2 wt. o ‘ RL let Bal yl 4 poe eee Ry 
2. = ~ vig ae oe 2% Tae Sa a an pe Be ead ¥ Ey 
ike iy £ aie he ee i ie Se tL Me ek a fee. ie , = 
erase 7 ek, tho Se a Sie iA eee Bn Lee. J ae Upchate ea 
Aad ’ Re eT hie) Ag ee ee ge pd ect einen a, Nem ege id se 
og Sg Sy Uae ees OS 2 ee ae a | pie Pacer Oe eet oa yc eae oo $n 0 one Bae ae 
foe ; eed a Sd fe ma Nh = (och BPD aan ee ers to aire = ae . Pe Beg ST 
eee, 4 : ah ecm eh EE 5. ot =: fa es. a eee ahs Pree ere one i: es } aie 
Aa 4 Neck pes Te ae ae pa sn eS oot Wat gy 8 yee ae ere 7 Ba a 4 Reena Jp aa 
ty os cs = fee cs Wel aot mira i, cy Meme : : ; a 
ft \ ee cat 55 teal Rees See een ae tos.” che ie ae Ps, | Ao va 
se a oe a 2 ae uo a NEI ee Neue ee a nn 
ives | | an Oe fen ee “i yor pada, Bim, as, BP 2S, cet ei ool LE - 
ae Dee mea, mee ote et on ree a EE ae ee tient ee. i) cs a rae 
iin ay eee eee So UN ye le Oe 
ene eae rt 9) ie. ea ae. * rm 
ae: ee ee ecu! ee e's we, mre 1 
pss) eae Case AE. Emer ee er ee, = 
: lan miter 
| Do; 
- 
~ teas, ; 
| f.. cE ; 
| Pe \~ ry are 
we Nate: 
ye XG | 
7 | 
4 es ; 
, i 
\) Cj Floor si a ol 
{ | Counter inlet 
- . ee 6 cs 
| | Window ate x 
~ GOP es 
"oad 
- ee 
Cain 
ee - 
ee 
as 
a 
aoe oe 
| i ee: 
| Be Ass 
| ro ——— : 
| ra Banners ae gi 
[] Signs so ‘. parr 
| . =A 5 
| a | ea 
| si Ca ‘ 
ee 
Pee: 
| COMPLETE SERVICE ee 
|) Copy ee 
[ | Ideas ee 
ae 
=: 
f a asters 
P| : | ' | 4 F ¥ ae 
i C a3 
e te és % ¥ is ——— a a a 
| oe: $ (fs FA ‘ a aa 
: / fhe 
: : in Point-of-Sale Advertisiag” j : 
ps 2 v7 *% ————E re aa 
Bie ig ede ee Rs Been Be Sg Shee Ge eT ee FON tok We GG oe hale #4 s Se > 
. K lates Cee ee Wnarh tae Gs ) ae 
- : Easioe 
en 
Fete eats 
Ee Me cages 
ae a i. 
ees 
| 
PO. 
aa be) . 4 on yee 
oes kunt 9 B ee a whe ¢ ake ; . ts . if - J } oe 
F ; 7 = i oraq F J ‘ PAREN = i a E “ EI tas cas ae 
prs A Waren anes wo aks! Ake CAN Sct SMR Sak A Sts ak Vaal Ne Nae iueek See We Andy gil ir ar hs Waa vac ea, ied ek rN we Fey aye he OR Se eRe bya CAOEA CT: Oo ee ee ea ae ; BPA Wy ae a eee a ey 
Se Pe MM RO PRS “inane in oh Mee, 8k i greet ea ECan gt re fate Big ES cosien, Beemer S mae Bleeeged a Seg ee i Rc Ce ig Baa in Saat PODER ESS 5 ah Apes iM Ba tet: dp * fee tat igh or ach MD x TUS ieee et aK RN ON ALI SET Y aie Cae dint 


58 


Lawyers Hear 
Berge, Robert 
on O'Hara Bill 


Argue 4 Agreed 


Points on Proposed 
Act Affecting FTC 


SEATTLE—Practices and proce- 
dures of the Federal Trade Com- 
mission came in for a close going- 
over at the recent annual con- 
vention of the American Bar As- 
sociation here. 

The occasion was a debate on 
the O’Hara bill, favorably report- 
ed by a House committee at the 
last session of Congress. The bill 
would wipe out the FTC’s power 
to enter cease and desist orders 
against parties found to have been 
engaged in unfair methods of 
competition or unfair or decep- 
tive acts or practices in commerce. 
Instead, the FTC would be re- 
quired to present its evidence in 
federal district court in a trial on 
its charges. 

Speaking for the bill, Miss 
Daphne Robert, Atlanta, Ga., de- 
clared the change is essential as 
a protection to the rights of those 
accused by the commission, and 
yet would not lessen the commis- 
sion’s effectiveness in protecting 
the public interest. 


s Differing sharply with this, 
Wendell Berge, former assistant 
attorney general and wartime 
head of the federal Anti-Trust 
Division, said the bill would “ren- 
der the commission completely in- 
effective.” He termed the measure 
“an experiment in backsliding” 
and said it would make the com- 
mission just a “second district 
attorney.” 

Miss Robert, associate counsel 
of the Coca-Cola Co. and formerly 
president of the National Assoc- 
iation of Women Lawyers, drew a 
parallel between the FTC and the 
Food and Drug Administration, 
which she said was “most closely 
akin to the FTC in its responsibil- 
ity for protecting the public in- 
terest.” The FDA, she said, makes 
its investigation and files an ac- 
tion in district court. The case is 
tried as in any other civil action, 
with the administration assum- 
ing the burden of proof. Trial is 
by the same rules of civil pro- 
cedure as in private litigation. 

But the FTC, she continued, 
makes an investigation and files 
a complaint before itself. The evi- 
dence “may be incompetent, hear- 
say or opinion, and the testimony 
may be prejudiced or biased, but 
the commission may admit it, 
draw inference from it and use it 
as the basis of a decision.” 


ew As Mr. Berge sees the bill, “‘the 
real issue is whether the 
national policy toward monopoly 
and unfair competition is to be 
given strength and vigor or is to 
be weakened and curtailed. . . 
The administrative tribunal is at 
the heart of nearly every reform 
which attempts to give new val- 
idity to the rights of large num- 
bers of people on the one hand as 
against powerful interests on the 
other.” 

Taking up the issue of public 
interest, Miss Robert commented: 

“Five cases pending [before 
FTC] since 1942 deal with adver- 
tising of products containing bro- 
mides. If, as the commission con- 
tends, advertisements of products 
containing bromides should re- 
veal the ‘potential danger in the 
excessive use of such prepar- 
ations,’ what has happened to the 
public interest in the past six 
years? Has it been adequately 


protected while the commission 
trial 


examiners have traveled 


from one coast to the other? In a 
court action for injunction, a pre- 
liminary injunction might have 
been issued within a matter of 
days—or at most weeks—if it 
could be shown that the public 
health and welfare were endang- 
ered by the absence of the warn- 
ing in advertising.” 


a Miss Robert and Mr. Berge 
agreed on only one thing—the 
key points that are at issue. Their 
contrasting positions were set out 
on three or four main questions. 

1. Is there need for special- 
ization on the part of those hear- 
ing complaints brought by the 
FTC? Said Mr. Berge: 

“The driving impulse in the 
creation of regulatory tribunals 
has been the need for special- 
ization in the art of administra- 
tion. The complexity of the fac- 
tual situations dealt with by the 
ICC, the FTC, the SEC and other 
similar tribunals requires men 
who can give their entire time 
and energy to the particular pro- 
blems. .. . 

“Due process is more readily 
achieved, in fact, by determining 
the relevant facts by qualified ex- 
perts through .the administrative 
process rather than by embracing 
the fiction that a federal judge 
adds to his knowledge of law an 
intimate and specialized know- 
ledge of accounting, merchan- 
dising, fair methods of advertis- 
ing and the host of other difficult 
problems which the experts of the 
FTC now determine in the light 
of their specialized experience.” 


ws Miss Robert rejoined that “it 
is asserted by the opponents that 
judges are ‘without specialized 
experience’ in cases involving un- 
fair methods of competition, that 
they are not ‘experts,’ particularly 
in cases involving medical ques- 
tions. 

“It is not explained how the 
members of the commission be- 
came ‘expert.’ Nor is it explained 
how the courts are able to handle 
medical questions in food and 
drug libels, or in personal injury 
actions or in insurance cases, or in 
the ' myriad of other cases where 
medical testimony is so important 
in arriving at a decision. Have we 
for all these years placed those 
cases in incompetent hands? 
“False and misleading advertis- 
ing and other forms of misrepre- 
sentation involve fraud and de- 
ception, cheating and chiseling. 
They involve questions which the 
courts have considered since the 
very early days of the common 
law. They constitute grounds for 
an ordinary tort action, the nature 
of which is familiar to our courts. 
Certainly there is nothing in them 
which would seem to be beyond 
the intellectual capacity of our 
federal judges, nor would the 
cases seem to require experts in 
the field of unfair competition.” 


w 2. Are the courts too busy to 
handle FTC hearings? 

“Under the O’Hara bill,” Mr. 
Berge said, “the courts would be 
glutted with cases. If every 


.|controversy which the FTC set- 


tled administratively last year 
had been prosecuted as a new 
case in federal court, it would 
mean that 184 new cases would 
have had to be instituted. This 
compares with 33 new cases, both 
civil and criminal, instituted by 
the Department of Justice during 
the last calendar year under the 
Sherman Act, although there are 
presently pending in the federal 
courts altogether 122 cases insti- 
tuted by the Attorney General 
under the Sherman Act.” 

Said Miss Robert: “In 1946 
the courts disposed of 3,221 food 
and drug cases as compared with 
123 cases disposed of by the com- 
mission. According to the 
commission’s statistics, 101 com- 
plaints were docketed in 1946 and 


53 were docketed in 1947. There 


are some 190 federal judges. It is 
left to you to decide whether the 
courts would be swamped.” 


es 3. What of the criticism that 
the FTC acts as judge and jury? 

Miss Robert said that the re- 
cent Federal Administrative Pro- 
cedure Act is a long step in the 
right direction, “but it merely 
places some procedural restrict- 
ions on the commission, which 
continues to be investigator, com- 
plainant, prosecutor and adjud- 
icator. It does not require a de- 
termination of facts on the basis 
of a preponderance of the evi- 
dence or even on the weight of 
the evidence... ” 

Berge: “I am well aware of 
the criticism . . . that the limited 
scope of judicial review some- 
times does not afford adequate 
protection against abuse of dis- 
cretion. This is a criticism that 
has sometimes been justified as 
applied to the procedures of par- 
ticular government agencies. 
But Congress made a great step 
toward meeting such criticisms 
when it enacted the Federal Ad- 
ministrative Procedure Act. 

“Evidence that would violate 
the technical exclusionary rules 
is often particularly appropriate 
for consideration by expert tri- 
bunals. This is especially so in the 
case of the FTC, where the dis- 
tinctive patterns of the manifold 
industries of our economy play 
such a paramount role. A trade 
practice is not unfair per se; it 
is unfair according to any univer- 
sal principles of common law; it 
is unfair in terms of the economic 
realities of a particular business 
in a particular indusiry. In order 
to arrive at a fair and well found- 
ed decision, the hearing officer 
must delve into the industrial 
facts which comprise the econ- 
omic background of the case. 
Under the formal rules which 
govern admissibility of evidence 
in judicial proceedings, this is not 
always possible.” 


ws 4. Will the commission be de- 
prived of its power to enter into 
stipulations and to hold trade 
practices conferences? 

Miss Robert: “This question is 
answered by the House committee 
report as follows: 

“ ‘It is not the intent of this 
legislation to deprive the com- 
mittee of its authority to accept 
stipulations from those who wish 
to admit violations of the law and 
waive their right to a trial. Nor 
is it intended that the bill should 
in any way interfere with the 
trade practice conference proce- 
dure of the commission. That 
body may continue to promulgate 
general rules for the guidance of 
a particular trade or industry, 
with the understanding that vi- 
olations of those rules will be 


prosecuted in the district 
courts.’ ” 
Mr. Berge: “I would suppose 


that the very worthy work of 
promoting trade practice con- 
ference rules would be seriously 
hampered. . . . If the commission 
has no power to issue orders di- 
rected against unfair trade prac- 
tices, and if it has no power to 
make determinations as to what 
are unfair methods of competi- 
tion, unfair or deceptive acts or 
practices, it will not be in a po- 
sition to continue its trade prac- 
tice conference activities.” 


TOO MUCH CONFUSION, 
SAYS SEN. McCARRAN 
SeattLE—Sharp criticism of 
what was termed the “unwritten, 
irrational constitution of regula- 
tory government” was voiced by 
Sen. Pat McCarran of Nevada at 
the annual meeting of the Amer- 
ican Bar Association. 

“In matters of government or- 
ganization and operation,” he 
said, “we have been careless ar- 
chitects. We have added, trimmed 


and remodeled without much 


How de you measure up to the ideal 
American woman? How can you come 
closer to “That American Look”? FREE 
new booklet tells how; to get it... 
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Just o few of the fine McKESSON products 


McKesson Ties 
Line to ‘That 
American Look’ 


New YorkK—McKesson & Rob- 
bins will challenge American wo- 
men with ideal figure measure- 
ments and a 60” tape measure 
this month in a tie-in promotion 
to increase sales of its beauty and 
health aid products. 

Inspired by an editorial feature 
in the June 11, 1946, issue of 
Look, titled “That American 
Look,” the promotion offers cus- 
tomers of McKesson & Robbins’ 
35,000 active retail druggist ac- 
counts, 3,500,000 copies of the 
“American Look” booklet and 
1,750,000 tape measures. 

The booklet contains health 
and beauty hints with suggestions 
for the use of the company’s pro- 
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“THAT AMERICAN LOOK 


this display in his window 


MEASURE UP?—McKesson & Robbins will run this ad on “That American Look’ 
in the Sept. 28 issue of Look, offering a booklet and tape measure to the purchaser 
of any McKesson product. The agency is J. D. Tarcher & Co., New York. 


ducts, which are illustrated. The 
front cover features a photograph 
of a typical American girl with 
measurements featured in the 
original Look article. 

The tape measure contains 
measurements of the average 
American girl on one side while 
the other side contains spaces to 
fill in the user’s own measure- 
ments. 

The offer will be merchandised 
by 1,000 McKesson & Robbins 
drug salesmen in 35 states and 
Hawaii. A full-page ad in the 
Sept. 28 issue of Look, placed 
through J. D. Tarcher & Co., New 
York, will also promote the typi- 
cal “American Look.” 

McKesson & Robbins’ sales to- 
taled $352,000,000 for the fiscal 
year ended last June 30, an in- 
crease of $10,000,000 over last 
year. 


thought of design.” 

As an example of duplication, 
McCarran cited the regulation of 
advertising of drug store prepar- 
ations, stating: 

“Three agencies have jurisdic- 
tion. The Federal Trade Commis- 
sion has statutory authority over 
unfair and misleading advertis- 
ing where interstate commerce or 
the mails are concerned. The 
Post Office Department duplicates 
that authority where the mails 
are concerned, and the Food and 
Drug Administration covers the 
whole field again so far as labels 
and accompanying literature are 
concerned.” 

By way of remedy, Senator 
McCarran said the FTC should 
have authority over misleading 
advertising and the Post Office 
Department should have no func- 
tion except to call attention to 
such advertising found in the 
mails. The FDA, he continued, 
“should be confined to identifi- 
cation of drugs and seizure of any 
it might find dangerous to life or 
health.” 


@ Criticism of the “devastating 
exercise of federal power by pre- 
sent day bureaucracy” was ex- 
pressed at another session of the 
four-day convention by Roscoe 
McGuire, Washington. He laid the 
responsibility to the Supreme 


Court in its interpretation of the 


Constitution and federal 


laws, 


much of the interpretation, he 


added, “in behalf of minority 
groups.” 
Pointers on public relations 


were offered by William F. Riley 
of Des Moines, vice-president of 
the Iowa State Bar Association 
and chairman of its committee on 
public relations. 

“To some few members of the 
bar,” he observed, “a successful 
public relations program is ex- 
pected to at once yield fruit in 
the form of immediate clients.” 
Instead, he said, it is simply 4 
“sensible approach to the neces- 
sity of acquainting all segments 
of our population with what we 
really do, lending collective and 
individual support to civie and 
governmental affairs, and with ‘| 
all, in a dignified manner, pub! - 
cizing each activity in local ard 
state publications.” 

Mr. Riley said that the me: 
bers of the profession “cannot | y 
the spoken word convince t!°e 
public that the bar is either lear 
ed, capable or honest. That mu 
be accomplished by our deeds” 

The extent to which crime m 
tion pictures, radio programs a! 
comic books may contribute 
juvenile crimes was tossed arour 
at an all-afternoon panel discu: 
sion presided over by Justin Mi - 
ler, president, National Associz- 
tion of Broadcasters. But ther: 
was no agreement on conclusions. 

Arthur J. Freund of St. Louis, 
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hairman of the association’s sec- 
jon on criminal law, said he was 
‘sick and tired of the cliche that 
omies were just like fairy 
ories.” Classic fairy stories, he 
aid, did,not distort situations as 
he comics do. 

Similar criticism came from 
ohn R. Snively, Rockford, IIl., 
ho said there was “no point in 
hrowing crime at the kids.” To 
his Mr. Miller interposed the 
pood-natured observation that as 
boy he picked up from other 
-oungsters more information of 
he type educators frown on than 
s offered in current comic books. 


Kenneth Yeend, program di- 
rector, Station KIRO, Seattle, re- 
norted that juvenile delinquency 
problems had declined since the 
war although radio programs 
ealing with crime had increased 
during this period. He added that 
hese programs are like the Bible 
in showing that sin is punished. 

Lillian Johnson of the Ryther 

hild Center, Seattle, handling 
roblem children, said youngsters 
here had free access to comic 
books, movies and radio without 
ppparent ill effect. The suggestion 
hat more research is necessary 
before lawyers or anyone else can 
tell what influence comic books, 
radio and movies have, came from 
Dr. Ruth Inglis, University of 
Washington sociologist. 


MILLER TIRADE HITS 
FEDERAL AGENCIES 


SeaTTLE—Justin Miller, presi- 
dent of the National Association 
of Broadcasters, was blunt about 
it. 

“Government,” he said, “‘should 
have nothing whatever to do with 
determining the content of radio 
programs. The result of any other 
policy is a movement in the same 
direction that Stalin and Hitler 
have gone—the direction of 
thought police.” 

His comment came in a talk at 
the Washington Athletic Club af- 
ter the convention of the Ameri- 
can Bar Association, which he at- 
tended. Radio, newspaper and 
advertising agency men made up 
a good share of the audience. 

Mr. Miller was blunt, too, in 
his comment about administrative 
agencies. “These agencies have 
been getting away with murder,” 
he said, “expanding, distorting the 
Constitution to develop a new type 
of government in America.” 


e The decision of the Federal | 
Communications Commission in 
the Mayflower case, holding that 
broadcasters should not editori- 
alize, he termed “one of the most 
flagrant, patent, outright viola- 
tions of the Constitution ever 
written.” 

That decision stood for several 
years, he added, “but now we 
have set the commission back on 


oO 

» 

ba | 
‘ 


mn 
& 
(mo i 


ther: 


4ouis, 


its heels on this. In my opinion, 
the broadcaster who properly 
serves his community will editori- 
alize.”’ 


® A moment later, quoting for- 
mer Commissioner Clifford Durr 
as saying the FCC would never be 
able to function efficiently until 
it had a staff to examine all pro- 
grams, NAB’s president tartly ob- 
served, “What’s happening in re- 
s}ect to the FCC is the establish- 
ment of thought police in the 
United States.” 

Broadcasters, he commented, 
“> ut on programs which the peo- 
pe want.” When people ask for 
Y ore imagination in programming 
tley must recognize that that will 
rc quire experimentation and 
Uere will be failures. He added 
tat broadcasters themselves have 
a.opted standards of practice, and 
tcssed in the warning that “it is a 
fiir question in self-regulation 


aid self-discipline how far they 
Cin go without stifling initiative 


aid imagination.” 


72 Firms Back 
Sales Federation 


New York—Alfred Schindler of 
St. Louis, chairman of the board 
of the National Federation of 
Sales Executives, New York, re- 
ported last week that in the eight 
months since the NFSE has ac- 
cepted “corporate members” 72 
manufacturers, publishers and 
others are now helping to support 
the federation. 

Corporate members usually pay 
one-tenth of 1% of their annual 
sales volume. Maximum pay- 
ment, however, is $10,000. 

Manufacturer members include 
Ford and Studebaker cars, R. J. 
Reynolds and Philip Morris to- 
bacco, Fostoria and Owens-Illinois 
glass, Crown-Zellerbach and Kim- 
berly-Clark raper. Among others 
are Natioral Cash Register, 
American Type Founders, Iron 
Fireman, Jewel Tea, Real Silk 
Hosiery, Servel, Sunshine Biscuits, 
Thomas J. Lipton, Inc., Scott 


Paper, Shaeffer Pen, and Wild- 
root. 

Insurance members are Minne- 
sota and Northwestern Mutual 
Life companies. Services: Ameri- 
can and Pan American air lines, 
and Western Union Telegraph. 
Publishers: Dartnell Corp., En- 
cyclopaedia Britannica, Parade 
and Sales Management. 

The first advertising agency 
member is Fuller & Smith & Ross, 
New York. 


Eversharp Boosts Kathman 


Irving A. Kathman has been 
named vice-president in charge of 
sales for all divisions and depart- 
ments of Eversharp, Inc., New 
York. He has been with the com- 
pany since 1941 in a special sales 
capacity in the New York area. 


Day Productions Moves 


Gordon M. Day Productions, 
singing commercial and radio pro- 
gram producer, has moved to new 
quarters at 108 E. 30th St., New 
York 16. 


Maps Fiberglas Campaign 


Owens-Corning Fiberglas Corp., 
New York, has plans for a cam- 
paign to promote batteries that are 
double-insulated with Fiberglas re- 
tainer mats. Collier’s and The Sat- 
urday Evening Post will be used, 
plus ads in Commercial Car Jour- 
nal, Fleet Owner, Motor, Super 
Service Stations and Tire Review. 
“oint-of-sale material also will be 
used. The theme of the campaign 
will be “Don’t Wait for Trouble.” 


KSTP Stations to Move 


Stations KSTP, KSTP-TV and| 


KSTP-FM will move on Oct. 1 to 
3415 University Ave., Minneapolis- 
St. Paul. 
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WHAT'S GOING ON? 


@ Manufacturers and their 
agencies are using this ve 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de 
yeloping sales prospects on certain 
types of products and services, 
New Bcoklet No. 10 “How Business Uses 
Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 


BUSINESS FARM GENERAL 
314 So. Federal St.. Chicago 4 


SERVICE 


BINDERY CO., Inc. 
S$UPerior7-5105 


PORTFOLIOS * MOUNTING | 
DIE-CUTTING > 
| PAPER and BOARD LINING | 


EASELING 


360 EAST GRAND AVE, CHICAGO 11, iLL. 
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THE COLUMBUS DISPATCH ohio’s Greatest Home Newspaper 
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RETAIL DISPLAY 
The Dispatch 
The other two 


GENERAL DISPLAY 
The Dispatch 
The other two 
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The biggest thing any newspaper can do for you is reach the 
most of the right people. The Columbus Dispatch does that 
in Columbus and central Ohio. What better evidence of its 
power and results than the amount of space advertisers use. in 
The Dispatch as compared with the other two Columbus papers. 
Look at the linage record for 1947: 


The Dispatch 


The Dispatch 


In every consumer category, the Dispatch carried more lines 
than the other two papers combined! This year, Dispatch ad 
linage is averaging 500,000 more lines per month than in 47. 
Isn’t this good proof that the Dispatch can do Big Things 
Right for you in Columbus and its 12-county trading area? 


National Representatives: O'MARA & ORMSBEE, INC. 


_ CHICAGO _ DETROIT 


_- LOS ANGELES - 


PRICE BAR 


AUTOMOTIVE DISPLAY 


The other two .. 


WANT ADS 


The other two .. 
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| LAWRENCE BULLETINS 


ACCORDING TO A SURVEY OF 
INDUSTRIAL EMPLOYMENT AND PAY- 
ROLLS IN LAWRENCE FOR THE 
MONTH OF JUNE JUST RELEASED BY 
THE GREATER LAWRENCE CHAMBER OF 
COMMERCE, THERE WERE 25,349 
PERSONS EMPLOYED IN LOCAL 
INDUSTRIES DURING THE LAST WEEK 
OF JUNE, AN INCREASE OF 519 OVER 
THE LAST WEEK OF JUNE 1947. 


INDUSTRIAL PAYROLLS IN THE CITY 
FOR THE MONTH OF JUNE TOTALLED 
$5,401,064 COMPARED TO A TOTAL 
OF $4,633,240 IN JUNE 1947, AN 
INCREASE OF $737,824. 
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THE AVERAGE WEEKLY WAGE OF 
INDUSTRIAL WORKERS FOR JUNE 
WAS $53.27. 
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The EAGLE = TRIBUNE 


(CAPITAL OF WORSTED TEXTILE INDUSTRY IN AMERICA) 
WARD - GRIFFITH CO le = NATIONAL REPRESENTATIVES 


Sell the WEWS READERS 7 


ne: nat 


and you sell the WHOLE marker 


Buffalo Histerical Museum 
v¥ Over 273,000 daily. 
v Read by 98.6% city zone families. 


v Effective Coverage at economical cost. 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER, Editor and Publisher 
“Western New York’s Great Newspaper” 
KELLY-SMITH CO., National Representatives 
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Advertising Age, September 20, }% 


ITS New! rs BETTER! ITS ARMOURS, 


with Armocel’ 


washes clothes 31 to 46 whiter 
than any other kind of soap! 


snd Company. | 
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WASHES WHITES WHITER 
iD KEEPS THEM WHITER 


PERK WASHES AND KEEPS COLORS 
BRIGHTER WITH PERFECT SAFETY 


SAVES WEAR ON CLOTHES 


ree meme ee Bh any 


" PERK SAVES YOU % ON SOAPI 


why PERK SAVES YOU MONEY 
Proof tetls ae Se 
ht peys oo ibuswvwt mak 


BLANKETS SOUTH—Both a double-your-money-back guarantee and a coupon deal 
are promoting Armour & Co.’s improved Perk soap in an extended ad drive through 
the South. Newspapers and spot radio are being used, through Foote, Cone & 


Belding, Chicago. (AA, Sept. 


13). 


Colorado County 
Takes Sales Story 
East—by Airplane 


FLORENCE, CoLo.—Fremont coun- 
ty will take the Colorado story 
east by air, starting Sept. 26, 
when a dozen of the county’s 
business and Chamber of Com- 
merce leaders will undertake a 
five-day, five-city airborne pro- 
motion. 

A chartered Continental Air 
Line DC3, carrying the execu- 
tives and special exhibits showing 
advantages of this area, will fly 
to Newark Sept. 27, Bridgeport, 
Conn., Sept. 28, Hartford Sept. 
29, Providence, R. I., Sept. 30 
and Boston Oct. 1. The western 
ambassadors will be headed by 
Chambers of Commerce managers 
Harry Reese of Florence and Milt 
Andrus of Canon City, the coun- 
ty’s leading towns. 

Business men in the eastern in- 
dustrial centers will be reminded 
that there’s still merit in the sug- 
gestion that eastern § industry 
move to inland areas of less dense 
population. The exhibits’ will 
point up Fremont county’s avail- 
ability of raw materials, power, 
acreage, labor, educational and 
recreational facilities and excel- 
lent climatic conditions. 


Gibson Distilling Returns 


to National Market 


Gibson Distilling Co, New 
York, Schenley subsidiary, whose 
products were temporarily off 
the market during the war, is 
planning a national campaign in- 
cluding newspapers in cities of 
25,000 or more; at least two full- 
color spreads in Life and inten- 
sive coverage in trade publica- 
tions and outdoor posters. 

Grey Advertising Agency, New 
York, handles the account. 


Appoints Will Gorden 


Will R. Gorden, formerly sales 
manager of the eastern zone for 
Universal Match Corp., has been 
appointed Pacific Coast sales 
manager of the National Match 
Book Advertising, Inc. Mr. Gor- 
den, who will establish the com- 
pany’s West Coast office, will be 
located temporarily at 3727 Fre- 
donia Dr., Hollywood. 


Insurance Unit 
Will Portray U. S. 
Families in Ads 

New York — The Institute of 
Life Insurance will portray typical 
U. S. families in a campaign 
which starts this week in 375 
daily newspapers in 232 cities, 
and in farm publications, spend- 
ing about $1,500,000. 

First copy will be 1,000-line ad- 
vertisements, scheduled to run on 
alternate weeks into the spring. 
Some 160 life insurance com- 
panies (about 90% of total vol- 
ume, and omitting only Equitable 
Life of the Big Five) sponsor the 
drive. 

Copy is headed “American 
Family Close-up” and describes 
in pictorial form how representa- 
tive families meet their problems 
and how they progress despite 
rising living costs. Sound family 
money management as an element 
in family happiness will be em- 
phasized. 

Holgar J. Johnson, president of 
the institute, noted that “none of 
the families chosen for presenta- 
tion is in the so-called high in- 
come brackets. . . The experiences 
of these families can be an ex- 
ample to countless other Ameri- 
can families and serve as an in- 
spiration to them. Given 
roughly the same set of condi- 
tions, one family can do what 
others can do.” 

J. Walter Thompson Co. 
agency. 
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Names Anderson-McConnell 


Boncquet Laboratories, Glen- 
dale, Cal., manufacturer of drug 
and vitamin products, including 
Boncquet tablets, Orrin-Juce tab- 
lets and Pro-55 tablets, has ap- 
pointed Anderson-McConnell Ad- 
vertising Agency, Los Angeles, to 
handle its advertising. Metropoli- 
tan newspapers, health magazines 
A trade publications are being 
u 


WSBT and WSBF Name Drain 


Robert J. Drain has been named 
program director of WSBT and 
WSBF, the South Bend Tribune 
stations, replacing Marcus H. 
Boyden. Mr. Drain has been with 
the stations since 1934. 


Ford Shifts PR Statt 


dverti 


John B. Millis has been tren l) rei 


ferred from the advertising «nj 
sales division of the news buroa 
of Ford Motor Co. to public 
lations director of the. Linc: 
Mercury division. F Schou 
man, 
public relations director, 
joined the Ford news bureat 
Virgil LaMarre, formerly wit 
the research and engineering divi- 
sion of the bureau, becomes pub, 
lic relations director of the c n4p 
tral region, with headquarters iy C 
Detroit. 


Old Hickory Names Weir 
Old Hickory Distilling Corp. 
Philadelphia, has appointed Wal- 


ter Weir, Inc., New York, ta’ 


the 
vreath- 
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formerly Lincoln-Mercurg, L 
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handle advertising for Diplomaq!ollyw 


Reserve blended whisky. The ac4C 
count was formerly handled by 
Benton & Bowles, New York. 


Laurence Names Gundus V.P 


as account executive of McCann 
Erickson, Chicago, effective Sept 
15, to join Laurence, Inc., Chicag 
engraver, as a vice-president. 


Peter E. Gundus has resigne | pee 
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PEORIAREA 


DOUBLE COVERAGE 


NEW! 5,00 
Watt AM Facilitie 


TWICE the nighttime coverage anc 
20% greater da time coverage .. . the 
result of WMBD’s new AM transmit4 
ting equipment and new transmitter 
location, plus increased power to 
watts at night. 


NEW! 20,00 
Watt FM Facilitie 


Tremendous listenership bonus for ad 
vertisers beyond the new AM coverag 


WMBBD listeners complete suplice ion 
of every AM broadcast. 


Dominant Voice in On 
of America’s Top Marke 


Sales Management’s Survey of Bu 


ng 
Power (May, 1948) shows PEORIAI EA 


even RICHER than ever before . th 
effective buying power at a new ill- 
time high. 


WMBD alone keeps pace! Nev 
tallest structure in Peoriarea is the ‘: 
ft. AM-FM tower. Also ready ar 3 
new 175 ft. AM towers and new ©! 
and FM transmitters. Practically c ™- 
pleted are WMBD’s new theatre, : u- 
dios and offices — the n st 
modern in the Mid-West 


PEORIA 
CBS Affiliate © 5000 Watts | 


Free & Peters, Inc., Nat’ |. Rep 
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mes pubtthe initial test campaign for 
0 ‘N4preath-O-Lator, Sigma Products 
© Gcorp. appointed the New York 
office of Sherman & Marquette to 
'eir prepare a national campaign 
scheduled to break in early 1949. 
The product developed by the 
York, tq Crosby Research Foundation, 
Diplomat Hollywood, owned by the famous 
The acjCrosby clan, is being introduced 
idled by 
ork. 


McCann 
ive Sept 

Chicag 
ident. 


SOLD 3,500—This cooperative ad placed 

by the Hecht Co., Washington store, re- 

sulted in the sale of 3,500 Breath-O- 

Lators and 2,200 Neutragen wafer re- 
fills. 


here this week with cooperative 
newspaper advertising by Wana- 
maker and Stern Bros. depart- 
ment stores. 


a The breath control device, 
which consists of a wafer inserted 
into an inhalator the size of a 
small cigaret lighter, is now sold 
in 54 cities throughout the East 
and Midwest. First tested last 
September in Hartford, Conn, 
Sigma claims that in each of the 
cities tested, 3% of the zone popu- 
lation bought Breath-O-Lator 
within a two-month period. 
All test campaigns have con- 
| sisted of newspaper ads and se- 
ransmit} lective announcements in cooper 
insmittey ‘&° per- 
-to 500@ ation with department and drug 
stores. The Hecht Co., Washing- 
ton, sold more than 3,000 Breath- 
O-Lators within two months after 
advertising; Strawbridge & Clo- 
thier, Philadelphia, 2,880 in three 


MO 
itie 
3 


(ti weeks; Filene’s, Boston, more 
than 3,300 in three weeks, and the 

s for adq Higbee Co., Cleveland, sold 2,160 

coverageg in one week alone. 

M equi 

yer giv 


=» The product will be introduccd 
in Chicago in November. The 
Breath-O-Lator, consisting of the 
case and two Neutragen wafers, 
sells for $12. Refill wafers are 
three for a quarter and under or- 
inary usage each lasts about two 


Buying} weeks. 
RIAREA} Although plans for the national 
soe - ampaign are not complete, pre- 
— rious cooperative ads frequently 
eatured Bing Crosby, one of the 
New st. ‘rincipals in the Crosby Research 
the 50% . - - ‘ 
y ar 3 oundation. Tentative national 
ew .M§ ‘dvertising plans include news- 
ly com vaper, radio and possibly tele- 
tre, su ‘ision. Initial test campaigns were 
he n stf >laced through Byrne, Harrington 
West « Roberts, New York (AA, Sept. 
19, 1947). 
= Officers of Sigma Products 


Sorp., manufacturer and distrib- 
itor of Breath-O-Lator, are: 
Dudley P. Felt, president, former 
*xecutive vice-president of Yard- 
ey of London; Richard S. Hue- 
‘ted, vice-president and treasurer, 
ormerly of Curtiss-Wright Corp.; 
ind Howard M. Fillebrown, direc- 
or of advertising. 
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6 Paramount Films 
to Plug Mishawaka 
‘Casuals’ in 1949 


Ho_ttywoop—aAnother film mer- 
chandising tie-up has been an- 
nounced, this time by Paramount 
Pictures and the Mishawaka Rub- 
ber & Woolen Mfg. Co. During 
1949, stars and pictures will be 
featured in the company’s $500,- 
000 advertising program for its 
“Summerette Casuals,” footwear 
for women. 

The campaign includes full- 


page, four-color insertions in wo-° 


men’s, fashion and teen-age maga- 
zines. There will be a close tie-in 
with 35,000 dealers, with accent 
on window and counter displays. 
Advertising will be timed to co- 
incide with the national release 
of six Paramount pictures to be 
exploited. 

Stars and pictures to be featured 
include: Jane Russell in “The 
Paleface”; Wanda Hendrix in 


“Miss Tatlock’s Millions”; Mary 
Jane Saunders in “Sorrowful 
Jones”; Rhonda Fleming in “A 
Connecticut Yankee in King Ar- 
thur’s Court”; Mona Freeman in 
“Streets of Laredo,” and Lucille 
Ball in “Sorrowful Jones.” 


Prestole Names White 

White Advertising Co., Cleve- 
land, has been named to handle 
the advertising of Prestole Corp., 
Toledo, manufacturer of fasten- 
ing devices marketed in the au- 
tomotive, aviation, refrigeration, 
stove, radio and electrical ap- 
pliance industries. Direct mail 
and trade publications will be 
used. 


Swank Appoints Lange 


Bert J. Lange, formerly trade 
promotion manager of the Mer- 
chandise Mart, Chicago, has join- 
ed Swank, Inc., Attleboro, Mass., 
in a newly created position . of 
sales promotion manager. At 
Swank he will coordinate adver- 


tising, display and publicity. 


states. 


241,000 pairs OF EYES ON YOUR PRODUCT 


A QUALIFIED readership of 116,000 men and 125,000 
women was shown by the ADVERTISING RESEARCH 
FOUNDATION for the issue of NEW ENGLAND HOME- 
STEAD surveyed in Study Number 5 of the Continuing Study 
of Farm Publications. 


An established part of home life for 
more than four out of five New England 


farm families, NEW ENGLAND HOME- 
STEAD is the best means of access to the 
-rich rural markets of the six northeastern 
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SPRINGFIELD (3), MASS. 


F GENTLEMEN. 


in Boston ... Your Basic 
is the Boston st , 
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You don’t need a crystal ball to see that 
BASIC BUY is The Boston Post. 
facts: Among all standard-size Boston morning@ 
newspapers, The Bostén Post gives the far greatest 


circulation in 


@ CORPORATE BOSTON 
@ 10c FARE ZONE 


Note, too, the EXTRA PULLING POWER of Post circulation 
leadership in 25 of the 27 counties where 94% of all standard- 


pew ENGtamOererRet Ter? 


YOUR 


Ilere are thi 


@ 15-MILE AREA 
@ 30-MILE AREA 


size Boston newspapers arc sold! 


he Boston Post 


pe for further information and complete proof, consult the KELLY-SMITH COMPANY, national representatives. 


A. B.C. 12 Mo. 3-31-47 
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@ The old fashioned American shirtsleeves success 
story...such as Taylor-Reed, we mean. 

@ Starts in Mamaroneck, N. Y., in 1939, with two 
young partners (Yale ’33) cooking chocolate in 
second-hand 60 gal. kettle... Darn near used up all 
their $7,200 capital, before they made the product 
stay put! Turned the crucial corner just in time with 
a 200 doz. order...and now pack 12M doz. jars 

per diem of their chocolate syrup called Cocoa Marsh! 


g T-R turned out Tumbo Pudding, product #2, in 
1941... but during the war had to scurry around like 
mad to find enough materials to stay in business. 


@ Came through with Q-T Pie Crust Mix in 1945 
... In 1946, sales of T-R products topped $6 million. 


w Last year they added a new $500,000 plant at 
Glenbrook, Conn. . . .“‘and, although the food field 
looked frosty for a new frosting” (Taylor quote, 

not ours) ...a new three-flavor Q-T Cake Frosting. 

@ Having picked up no small know-how by this time, 
T-R snooted custom by coming out in New York first 
with a full page in The New York News... listing 


35 chains and supers, and “leading independent stores 


everywhere’’—each minimum-stocked with 48 units; 
2 doz. choclit, 1 doz. stromberry, 1 doz. vanilla. 


@ Many dealers sold out the first day. Re-orders 
came in a rash. Distribution spread like springtime 
in the suburbs. The T-R sales manager fox-passed 
“If you use a full page in The News, you don’t need 
any salesmen in New York!”: 

g@ Tchk, tchk! Fine thing! Fat chance he has now 
of ever being a Big Wheel in the NFSE!... You 


couldn’t get us to make such a statement! Why, some 


of our best friends are salesmen. 


w WE say...if you use full pages in The News, 
you don’t need to worry about customers in 

New York! Reaching seven in ten families 

in the biggest and best market there is—full pages 
bring out a lot of customers! And tip off the 38,000 
grocers here that you are in business—but BIG! 
w@ News full pages make outlets, orders, and life 
easier for any good salesman of a good product in this 
market—save the shoeleather, call backs, shelf lag, 
dealer don’t-care, and housewife holdouts that give 
sales figures red faces and discouraging deficits! 

@ If your sales and salesmen in New York could 
stand more success . . . try News full pages. 

w TAYLOR-REED didn’t stop with the first ad, of 


course ...is now running on schedule, 


THES NEWS 


NEW YORK’S PICTURE NEWSPAPER 
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This sort of thing isnt supposed 
to happen these days! 
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Advertising Age, September 20, 1948 


OPEN DRIVE FOR DAIRY PRODUCTS—American Dairy Associa- 
tion, Chicago, will start a new campaign for dairy foods in 
October with these full-page ads featuring “better breakfasts” 
and “cheese festival” drives. The page at left, which will appear 
in the Oct. 4 issue of Life, pictures a variety of cereals with 


READY FOR ACTION—Don Belding (center), chairman of Foote, 
Cone & Belding and chairman of the joint ANA-Four A’s com- 
mittee, presents the ANA-Four A’s program for “a better under- 
standing of our economic system” to V. Ray Lewis, public 
relations director of Foster & Kleiser and vice-president of the 
San Francisco chapter, Public Relations Society of America. The 
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AMERICAN BaAlaY association 
70M ACE CONE MDE ‘CmCASO 4 Kmiet 
‘Waites of the Dairy Former” 


bananas and cream. The cheese festival will use a color page 
in The American Weekly and color ads in Better Homes & 
Gardens and Seventeen. Express truck posters throughout the 
country and tie-in promotions with related foods also will be 
used. 


others are: Bailey Martin, vice-president, OAI; Ford Sibley, man- 
ager of the San Francisco office of Foote, Cone & Belding; 
A. G. Schermerhorn, Pacific Telephone & Telegraph Co., chapter 
president; Walter F. Stevens, manager, San Francisco branch, 
Foster & Kleiser, and Ed Gibbons, Jacoby & Gibbons & Associ- 
ates. 


NEWSPAPER TV TIE-UP—Agreement is signed between the Los Angeles Herald- 

Express and ABC Hollywood station KECA-TV for mutual cooperation in the exchange 

of news and pictures and for joint promotion of newspaper and video activities. 

Left to right are: David Hearst, executive publisher of the Los Angeles Herald- 

Express; Richard Goggin, ABC video program director in Los Angeles, and Don 
Searle, vice-president of ABC’s western division. 


SAFETY BOOST—Delano Granite Works gives safety a boost with this special Scotch 
light sign on Highway 12, approaching Delano, Wis. Graciously, the monument 
company urges motorists to “drive carefully—we can wait.” A similar slogan is 
used by a cemetery in the Chicago area. Photo courtesy Standard Oil (Indiana). 


THREE DIMENSIONAL—"“Buttons,” the trademark doll, carries national advertising 

through to point of sale in this molded wood plaque created and produced for 

Dan River Mills, New York, by the Syrocowood Display division of Syracuse Orna- 
mental Co., New York. 


LING FEATURES SYNDICATE tac 


>LAN: INTER-CITY CONFERENCE—Committee chairmen of the Women’s Advertising 
Club of Chicago, host club of the Intercity Conference of Women’s Advertising 
Clubs, go over final details of the meeting, which is set for the Edgewater Beach 
Hotel, Oct. 1-3. Left to right are: Ruth Williams, Wesson Oil & Snowdrift Sales Co.; 
Marge Murphy, Reliance Mfg. Co.; Mary Coffey, Guenther-Bradford & Co.; Mabel 
Obenchain, Famous Features Syndicate, and Marie Nyhan, Homer Buckley & 
Associates. 


FISSION MADE EASY—Various Hearst comic strip characters, 
Dagwood, Blondie, Henry and others, drawn by King Features 
artists, with the cooperation of leading atomic scientists, learn 


the intricacies of nuclear physics in this Puck—the Comic Weekly 
display, which is on exhibit at New York’s Golden Jubilee Ex- 
position at Grand Centra! Palace. 
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ee: me ea 
Because BSN brings news thot its read- 
ers convert into sales, it's the best mes- 
senger for your sales-message. 


ind 


—that you're in business to do business; 
that you're on the lookout for immediate 
soles. 


Not fomerrew, but now. Let 
BSN help you do it! 


on 8 Re 
a 


THe es 


—when you use the same avenue 
of communication your 
customers do 


products in the magarzine acknowledged 
the biggest? success 


Don't bolster your sales quota—Beat it 
Use BSN where the cash customers are 
leoking for you. 


The fight is on ter the seme dollar. it's 
@ healthy fight. Moke i? profitable. Use 
the Ist paper 


Modglin Sweeps 
Up West Coast . 
for Perma-Broom 


Los ANGELES—As the initial 
step in a program to market the 
first broom to be advertised and 
distributed nationally, the Modg- 
lin Co. of this city has begun an 
intensive city-by-city advertising 
and merchandising campaign on 
the West Coast. 

Radio is being used extensively 
in coordination with blanket 
newspaper coverage beginning 
with 1,000-line announcement ads 
in color and tapering down to 
smaller space in black and white. 

Product is the new plastic 
“Perma-Broom,” available in 
eight color combinations. It is 
sold through grocery stores at 
$1.69. The company also makes 
the “Dura - Broom,” selling 
through department stores for 
$2.50, but it is not currently fea- 
tured in advertising. 


e With the announced objective 
of obtaining national distribution, 
the present goal is to line up dis- 
tribution in the 11 western states, 
and intensively promote each mar- 
ket as it is opened. When this 
area has been covered, it is ex- 
pected to follow the pattern in 
the Midwest. 

Historically, the trade area of a 
broom manufacturer has_ been 
either local or regional, mainly 
because of freight rates, the tra- 
ditional straw broom being priced 
out of the market when shipped 
any distance. Perma-Broom is 
one-third the weight of a straw 
broom, thus minimizing this fac- 
tor. 

In addition, making straw 
brooms is basically a hand op- 
eration, labor being a cost bulk- 
ing high in the final price. The 
plastic Perma-Broom is_ turned 
out on a production line, reducing 
manufacturing costs considerably. 


ws Opening gun was a 15-minute 
news program on KFSD, San Die- 
go, and an announcement in color 
in the San Diego Union Tribune, 
on Aug. 22. The schedule is con- 
tinuing in black and white. 

The Perma-Broom was _ intro- 
duced in the Los Angeles market 
Aug. 23, on the KNX “House- 
wives Protective League.” This 
program will be used until Sept. 
24 when a quarter-hour weekly 
|will be taken on the Columbia 
|Pacific Network show “Meet the 
| Missus.” The contract is for 52 
weeks. 

The Los Angeles newspaper 
schedule broke Sept. 9 with color 
ads in the Herald Express and 
the Downtown Shopping News, 
and black-and-white in all other 
metropolitan papers. The cam- 
paign will open in San Francisco 


PLAN CLEAN SWEEP—Distribution and advertising plans for the plastic Perma-Broom 
of the Modglin Co., Los Angeles, are discussed in Modglin’s offices by (left to right) 
James Staples, W. Earl: Bothwell, Inc.; Hal Bivens, Modglin’s general manager; 
William N. Modglin, president of the firm; and Clark George, CBS Pacific Network. 


and Oakland Sept. 30, with Se- 
attle, Portland, and Spokane fol- 
lowing soon after. All principal 
cities in the West will be covered 
before the end of the year. 

Featured copy points include: 
“Holds Its Shape”; “Sudses Clean 
In A Jiffy”; “Outwears Four Or- 
dinary Brooms”; “Light As A 
Feather”; “Gets Into Corners.” 
The brooms are shipped 12 to a 
container, with instructions tell- 
ing how to use the container 
as a display case. Point-of-sale 
posters are included. 

Initial distribution is considered 
extremely successful with all 
but one of the grocery chains op- 
erating on the coast carrying the 
item. 

The agency is Earl W. Both- 
well, Inc., Hollywood. 


Portland Adclub 
to Award First 
Memorial Trophy 


PoRTLAND—The Oregon Adver- 
tising Club will honor the mem- 
ory of one of this city’s agency 
chiefs next month when it pre- 
sents the first annual award of 
the Mac Wilkins Memorial Trophy. 

The trophy will go to the best 
advertising and merchandising 
campaign originated in Oregon 
for any product, service or insti- 
tution. To spur competition, the 
club is using an extensive direct 
mail and _ publicity campaign 
within the state. 

The award, established through 
a fund presented to the club by 
Arthur House, partner in House 
& Leland, Portland agency, in- 
cludes an engraved trophy for the 
winning advertiser, and recogni- 
tion plaques for both the adver- 
tiser and its agency or consultant. 
These will be presented at a spe- 
cial award day luncheon Oct. 27. 

Mr. Wilkins was senior partner 
of Mac Wilkins, Cole & Weber at 
the time of his death in 1945, and 
had been a leader in efforts to de- 
velop the Portland area and im- 
prove advertising standards. 


Armstrong Cork Names Six 


Donald MacKay has been ap- 
pointed art director and manager 
of the art section of Armstrong 
Cork Co., Lancaster, Pa. Richard 
A. Cleveland, William A. Mehler 
Jr., Thomas H. Sherlock, David 
F. Nicholas and Richard C. Hay- 
don Jr. have joined the adver- 
tising department as copywriters. 


Brown Derby to Lindeke 


The Brown Derby, Hollywood, 
has named Lindeke Advertising 
Agency, Los Angeles, to direct 
a mail order campaign for its 
line of table and gift items. 
Shopping sections of quality mag- 
azines will be used. 


WROW Appoints Rosen 

Leo Rosen, formerly assistant 
general manager of Hellman En- 
terprises, has been appointed 
promotion manager of Station 
WROW, Albany, N. Y. 


Appleton Issues 
Book on Words 
and Their Uses 


New YorK—Editors, writers, 
and other workers with words 
now have another volume to put 
on their desks next to the dic- 
tionary and thesaurus. 

Whether they are faced with 
the problem of using a hyphen, 
of capitalizing a word like mag- 
yar, or whether a given action 
can safely be called sadistic with- 
out a libel action ensuing—the 
solution to these posers and thou- 
sands more are included in the 
new Appleton - Century - Crofts 
volume, “Words into Type” ($5). 

The volume covers the fine 
points of British idiom and other 
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foreign phrases, author res) 
sibility regarding indexes ap, 
front matter, and libel and copy 
right laws. 

In addition, theological, ecc) «sj. 
astical, philosophical and _ sc «p. 
tific usage are succinctly exp]: in- 
ed, and other nuances, such a4 
the proper use of punctuat on. 
compounding of words, border ine 
cliches and words with variant 
spellings are all covered. 


WCAE Promotes Kelley 


Bill Kelley, publicity director 
and merchandising director of 
Station WCAE, Pittsburgh, has 
been appointed promotion man- 
jager of the station, succeeding 
|John Wilkoff, who has joined 
| WCOP, Boston, in a similar posi- 
tion. 


PUBLICATION PRINTERS 


PAPER BOX MAKERS 


+) Coverasé 


ELECTROTYPERS 


Daya ea 


| PAPER CONVERTERS 


LETTERPRESS 


MANUFACTURE 


» 5 a é 


NEWSPAPERS 


SILK SCREEN 


ee 


Fee GRAPHIC ARTS MONTHLY 
» 606 S. DEARBORN ST. (44,1 CHICAGO 5, 1MLINOIS 
The World’s Most Widely Read Graphic: Arts Magazine ‘ 


- THERE 1S AVAILABLE TO NA- 
TIONAL ADVERTISERS A SPECIAL- 
IZED SERVICE IN PLANNING, DE- 
SIGNING AND PRODUCTION OF 
LITHOGRAPHED DISPLAY MATERIAL 
-1T MAY BE THAT THE SKILL 
AND EXPERIENCE OF THIS 
ORGANIZATION COULD BE USED 
ADVANTAGEOUSLY BY YO 
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West Sells Interest 
in West-Holliday 
to Nelson Roberts 


SAN FRANcCIScCO—Paul A. West of 
West-Holliday Co., newspaper rep- 
resentative, last Wednesday sold 
his interest in the company to Nel- 
son Roberts, advertising director 
of the San Diego Tribune Sun and 
Union. 

Mr. West, who formerly had 
headquarters in Chicago, moved to 
the Pacific Coast last year because 
of ill health. His health did not 
improve, however, and resulted in 
his decision to dissociate himself 
from West-Holliday after 25 years 
with the company. 

Mr. Roberts joined the advertis- 
ing department of the San Diego 
newspapers in 1924 and was named 
advertising director in 1936. He 
will leave the Tribune Sun and 
Union about Dec. 15 and assume 
his new duties on Jan 1. 

Robert P. Holliday, president of 
West-Holliday, continues in that 
capacity and has announced that 
there will be no changes in the ad- 
ministrative staff. Charles A. John- 
son remains in charge of the New 
York office, H. E. Deckert contin- 
ues as assistant general manager 
in charge of the Chicago office, 
and R. S. Nicholson remains as 
Pacific Coast manager with head- 
quarters in San Francisco. 


Belding Asks Support 
for ‘Letter to a Rebel’ 


Don Belding of Foote, Cone & 
Belding, chairman of the Joint 
ANA-Four A’s Committee on Im- 
provement of Public Understand- 
ing of the Economic System, has 
asked the advertising business to 
help promote the RKO film “Let- 
ter to a Rebel,” sponsored by Mo- 
tion Picture Association of Ameri- 


ca. 

He called this two-reeler “a 
crystal clear story of most intense 
interest on the American way of 
life.” RKO advertising is hand- 
led by FC&B. 


Store Profits Decline 

Despite a record dollar sales vol- 
ume, net profits of department 
and specialty stores, after esti- 
mated taxes, declined to 2.9% of 
net sales in the first half of 1948, 
as compared with 3.4% for the 
same stores for the first half of 
1947, the Comptrollers’ Congress 
of National Retail Dry Goods As- 
sociation, New York, has found. 
Higher costs of doing business, es- 
pecially payrolls, were said to be 
responsible. 


ST. PETERSBURG 


FLORIDA 


City Zone Population Now 
OVER 


100,000 


Do Not Overlook This 
Productive Market When 
Planning Your Fall and 
Winter Schedules 


Watch ST. PETERSBURG 
Florida's Fastest 
Growing City 


St. Petersburg is a market you can- 
not afford to neglect. Remember 
—no out-of-town newspaper has as 
much as 600 average daily circu- 
lation here. The St. Petersburg 
Times gives you complete City 
Zone coverage in a market of over 
a hundred thousand. For further 
facts see our National Representa- 
tives. 


ST. PETERSBURG, FLORIDA 
Daily T j PA i 5 Sunday 


Represented by 


THEIS & SIMPSON, INC. 
New York « Detroit « Atlanta 
Chicago 


V. J. Obenaver, Jr., in Jacksonville 


Texas Telenet Setup 
Planned by James Nash 


The Texas Telenet System, 
headed by James P. Nash, Austin 
oil operator, as president and di- 
rector, has announced plans to es- 
tablish a_ statewide television 
network in Texas, with Austin, 
San Antonio and Corpus Christi 
as the initial outlets. The new 
company will apply later for out- 
lets at Fort Worth and Waco, 
and plans eventually to line up 
a group of affiliates with which 
it will serve 60% of the state’s 
population. 

Gov. Beauford Jester is a di- 
rector of the company, which 
plans to use a series of microwave 
relay links in providing simul- 
taneous transmission of video 
programs in the first five cities 
linked in the net. 


Gray Elected Director 
of Advertising Council 
Robert M. Gray, manager, ad- 


vertising and sales promotion de- 
partment of Esso Standard Oil Co., 


New York, has been elected a di- 
rector of the Advertising Council, 


replacing Paul S. Ellison, sales 
consultant, who resigned last 
spring. 


Paul G. Hoffman, administrator, 
Economic Cooperation Administra- 
tion, has resigned from the indus- 
tries advisory committee of the 
council but is remaining an active 
member of the public policy com- 
mittee. 


PR Society Moves Office 


Public Relations Society of Amer- 
ica has merged its San Francisco 
office, where the Public Relations 
Journal has been published, with 
the newly-established national 
headquarters at 525 Lexington 
Ave., New York. 


Joins American Aviation 


Stephen R. Kent, formerly as- 
sistant sales manager for the Scin- 
tilla Magneto division of Bendix 
Aviation Corp., has joined Ameri- 
can Aviation Publications, Wash- 
ington, as director of advertising. 


Appoints Buffalo Agency 


Plastic Finish Co., Buffalo, 
manufacturer of Plastic Gloss car 
polish, Lustre Gloss chrome pol- 
ish, Kleen-up waterless dirt re- 
mover and Pep, a combination 


fuel line anti-freeze and lubri- 
cant, has named Baldwin, Bowers 
& Strachan, Buffalo, to direct 
its advertising. The company will 
soon introduce a new car wash 
which deposits a polish-like fin- 
ish. , 


Sell 
The Rich 
LIONS 
Market 


through 


Room 353, 


AMERICAN 


THE LION MAGAZINE 


CHICAGO 4, ILL. 


Over 338,000 business executives and profes- 
sional men in 6,200 communities throughout North 
America READ THE LION Magazine. As proud and 
active members of Lions Clubs everywhere they 
Read THE LION because it's for and about them. 
It's their Official Publication. 

THE LION gives advertisers the Largest Circula- 
tion in its field at the lowest cost per 1,000 
readers PLUS excellent readership AND a market 
of high income male buyers, and their families, 
too. For a detailed report on the average LION 
reader write for our brochure: LION Magazine 


To reach oa wealthy export market in LATIN 


printed in Spanish 


332 S. Michigan Ave., Chicago 4, Ill. 


countries ask for data on EL LEON, 


THE STORY OF... 


at $1,700,000,000. 


No doubt about it! Pee Jay is the 
most-referred-to recipe book of 
the poultry industry! It’s a fact 
that 92.8% of The American Poul- 
try Journal’s circulation is con- 
centrated in areas which produce 
85.3% of the nation’ 


s egg production valved 


The Feed and Supplement Industry plays an all 


important part in the daily poultry “Chefs’ Recipes” 


arranged by over 5,000,000 poultry raisers. That's 


why Feed and Supplement advertisers spent nearly 


$150,000.00 in concentrated sales messages in The 


American Poultry Journal during 1947, 


&— 


ys 


"It’s a fact,” says Pee Jay... 


According to the latest available figures, the per 


capita consumption of 


pounds, turkeys 4.5 pounds. At 50¢ per dozen and 
per pound averages, retail price, the annual bill per 
person is $31.00, which totals well over 4 Billion 


dollars! 


PEE JAY SALUTES BIG BUSINESS ¢ THE POULTRY INDUSTRY 
ADVERTISING REPRESENTATIVES 
NEW YORK — A.B. McCLANAHAN CO, MINNEAPOLIS —J. P. MALONEY CO. 


295 Madison Avenve 
Phone Lexington 2-1234 
DETROIT—HIL. F. BEST 
131W. Lofayette St. 
Phone Randolph 7298 


iy 


leading Feed and Supplement 
manufacturers have used the 
most-referred-to recipe book o 
the Poultry Industry consistently 
for from 3 to 51 years. Reason? 
It’s logical! Pee Jay advertising 
produces results!” 


“Twenty-five of the nation’s 


eggs is 378, chickens 25.4 


1019 Northwestern Bank Bidg. 
Phone Atlantic 2229 

LOS ANGELES — ROBT. W. WALKER CO. 
684 S. Lafayette Pi. 
Phone Drexel 4388 


(Or 


<< 
“2<«~< | 


“How Feed and Supplement advertisers use 
Pee Jay to sell their products to poultry raisers”) 


ae 


~< 


N 
Unchallenged Sales-Producing Recipe 
Feed and Supplement advertisers who are 


now using, and who have used Pee Jay 


G.E. Conkey Company . . 51 
Pratt Food Company. . . 44 
Quaker Oats Company . . 33 
E. |. DuPont de Nemours & Co. 33 
Beacon Milling Company. . 24 
Limestone Products Company 24 


National Oil Products Company 23 
Park, PhilipR. . . . . 20 
General Mills. . . . . 19 
Stone Mountain Grit Company 19 
Maritime Milling Company . 15 
Park & Pollard 2... . 15 


for years for assured sales results! * 


Eshelman&Son. . . . 13 
Allied Millsin, . . . . 12 
Campbell Sons,H.T. . . 11 
Early& Daniel . . . . 10 


North Carolina Granite Co. . 10 
Vitality Mills,inc, . . . 8 
Golden Eagle Milling Company 8 
Flory Milling Company . . 7 
Dailey Mills, Inc. . 6 
Devold, Peder. . . . . 4 
Shellbuilder Company 4 
Wirthmore Feeds. . . . 3 


*Figures indicate number of years 
in The American Poultry Journal 
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Combines Publications 


The Western Society of Engi- 
neers, Chicago, has combined the 
old Journal and Bulletin into a 
new publication, Midwest Engi- 
neer, which will be published 
monthly except during June, July 
and August. It will contain tech- 
nical articles of interest to engi- 
neers, architects and others in the 
scientific fields in addition to 
stories of general interest to the 
public. The society’s year book 


is being redesigned to conform to 
the size and styling of Midwest 
Engineer, 8% x11”. ° 


Casterline Opens Agency 

Richard P. Casterline has form- 
ed a public relations and adver- 
tising counselor service under 
his own name at 5820 S. Alameda 
St., Los Angeles. He will special- 
ize in oil and automotive ac- 
counts. 


% 
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Ripe and juicy and sweet—that’s the “flavor” of 
the 1,300,000 families we offer you! Families are 
larger than average; the majority own their homes; 
their annual incomes qualify them as good cus- 
tomers. You can reach them at a surprisingly low 
cost per thousand—through the pages they turn to 
with confidence for information, inspiration and 
guidance. And your advertising won't have to shout 
down half-a-dozen competitors; in fact, you can 
have the book exclusively in your classification on 
Ask us for the data that shows 
you can take a big bite—profitably. 


scheduled dates. 


PUBLISHERS REPRESENTATIVE 
C.D. BERTOLET & CO. INC. @ 30N. DEARBORN ST, @ CHICAGO 2, ILL. 


Our Sunpay Visitor-Recister Unit 


bite, youll like it 


the swell flavor is exclusively for you 


| 
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COUNTER and WINDOW DISPLAYS e BLOW-UPS e CAR CARDS 


FULL COLOR 
REPRODUCTION 


‘Sheet Sizes up to 42° x 62" 


IRVING WOOLF & CO. 


DIRECT FACTORY REPRESENTATIVES 


CHICAGO: 


LOS ANGELES: 1223 N. HIGHLAND AVE. 


NEW YORK GRAVURE CO. 


305 E. 45th ST., NEW YORK 17, 


35 S. DEARBORN STREET 
RAndolph 6-0549 


Hillside 6038 
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PALMOLIVE CONTEST—This ad_ will 


is Ted Bates, 


Advertising Age, September 20, 1£48 


* How to make your 


~*~ new kitchen... 


pO 0 ing 


5 and a joy to use! 
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— of Cowe- 


introduce the new Colgate-Palmolive-Peet 
treasure chest contest which offers $67,000 in prizes (AA, Sept. 13). The agency 


Inc., New York. 


WARL ‘Lottery’ 
Case Is Prelude 
for Giveaways 


WASHINGTON — Attorneys for 
WARL, Arlington, Va., urged FCC 
“to temper its approach” to radio’s 
giveaways, lest it stand accused 
of trying to control radio pro- 
gramming. 

Protesting a commission ruling 
classifying WARL’S “Dollars for 
Answers” program as a lottery, 
attorney Frank U. Fletcher as- 
serted that the federal courts and 
Post Office Department regularly 
recognize “a category of cases 
where even though prize, chance 
and consideration may be present, 
the introduction of the element 
of skill before the award takes the 
contest out of the lottery cate- 
gory.” ‘ 

Unless the commission brings 
its policy on lotteries in line with 
the policies of the Post Office De- 
partment, Mr. Fletcher said, radio 
will be put at a competitive dis- 
advantage, as advertising contests 
and promotions shift to printed 
media which are acceptable to the 
Post Office. 


ws His attack on FCC’s efforts to 
curb giveaways came on the eve 
of a Sept. 24 deadline for com- 
ments on a set of proposed inter- 
pretations which are expected to 
put millions of dollars worth of 
telephone quizzes off the air. 

The stakes are even higher for 
WARL’s program was _ issued 
currently giving the station a “last 
chance” to defend a _ program 
which has been declared to be in 
violation of Sec. 316, the so-called 
lottery section of the Communica- 
tions Act. 

At the time the ruling on 
WARL’S program was _ issued 
Aug. 5 (AA, Aug. 9), the commis- 
sion agreed to a full discussion of 
the issue, in view of its possible 
effect on the future of the station, 
and of the operation of radio pro- 
gramming generally. 

In the WARL case, which is 
separate from the general hearing 
on giveaways which was an- 
nounced at the same time, the 


commission took the position that 
telephone quizzes which “admit- 
tedly intended to capture and 
hold the attention of the potential 
listening audience by reason of 
she money prize award” are “a 
contemplated appeal to the human 
speculative proclivity, the gamb- 
ling spirit.” 


@ WARL conceded that “Dollars 
for Answers,” an on-the-hour 
phone call quiz, involves prize and 
chance—two of the three essen- 
tials of a lottery—but it denied 
that “consideration,” the third ele- 
ment, is present. 

Noting that 44% of the winners 
were not listening to WARL at 
the time they earned the award, 
the station contended that its quiz 
was determined for the most part 
on the basis of skill. 

WARL insisted that FCC's 
approach fails to recognize any 
impact from the introduction of 
the element of skill in a contest 
and goes to great lengths to find 
consideration in such things as 
“incidental and remote benefit 
to the station through possible in- 
crease in audience; and in the 


station, picking up a telephone 
and answering a question.” 

WARL added that chance also 
advertising promotion contests, 
any one judge or any one series 
of judges to evaluate, compara- 
tively or completely, all entries 
and to come out with ‘best,’ ‘se- 
cond best,’ etc. 


Needham Names Warner V.P. 

Philip R. Warner has 
named vice-president and account 
executive of Needham & Groh- 
mann, New York. Except for a 
leave of absence for Army duty he 
has been associated with Berming- 
a Castleman & Pierce since 
1938. 


Armstrong to Chevrolet 


manufacturing and real 
since 1944, has been named general 
manager of Chevrolet motor divi- 
sion. 


Heller Moves Office 

Robert Heller Associates, indus- 
trial designing firm, has moved its 
offices to 161 E. 61st St., New York. 
The firm has taken a new name: 


Robert Heller, Inc. 


simple act of listening to a radio}, 


plays a prominent role in 25-word |: 


“as it is physically impossible for |, 


been |: 


W. F. Armstrong, vice-president, | 
of General Motors in charge of]; 
estate | | 


Holcomb Joins LEM 


Lawrence Holcomb has join 
Lennen & Mitchell, New York, is 
assistant to Nicholas Keesely, ma )- 
ager of the radio and television 
partment. Mr. Holcomb was rac io 
director for Sherman K. Ellis, In. 
for seven years. 


Fisk Leaves Outdoor Ass‘n 


H. E. Fisk has resigned as exec |- 
tive vice-president and gene) a] 
manager of the Outdoor Advert s- 
ing Association of America. lie 
plans to go into business for hi'n- 
self. 


Americ Agency Formed 


Americ Agency, Inc., an export 
publicity and trade promotion 
agency, has been formed in New 
Orleans, with offices in the Inter- 
national Trade Mart. Leonard 
Franseen is president. 


KLAC-TV Names Young 


Station KLAC-TV, Los Angeles, 
has appointed Adam J. Young Jr., 
Inc., New York, as its national 
representative. The station began 
operating commercially recently. 
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ide Water, 


JAtlantic Open 
(Football Season 


There’s No Shortage 
of Pigskin Backers 
for Radio or Video 


New YorK—Football, as usual, 
is attractive sponsor bait this 
season. 

Tide Water Associated Oil Co. 
began its 23rd year as a football 
advertiser last week with a 
broadeast of a Southern Califor- 
nia-Utah game. Some 103 grid- 
iron clashes of Pacific Coast Con- 
ference teams will be aired over 
the Don Lee Broadcasting Sys- 
tem, Arizona Broadcasting Sys- 
tem, Intermountain Network, plus 
a special Associated network 
throughout Idaho, Oregon, Wash- 
ington, California, Nevada and 
Hawaii. The total number of sta- 
tions to be used, through Buchan- 
an & Co., is 125. 

Tide Water's biggest football 
season will close Dec. 11 with the 
Hardin-Simmons Grape Bowl 
meet to be carried over a Pacific 
Coast network of 55 stations. 

Atlantic Refining Co., the East’s 
leading football sponsor, also has 
increased its schedule to an all- 
time high. Definitely set are 257 
contests over a regional network 
totaling 100 stations, covering the 
Eastern Seaboard from New 
Hampshire to South Carolina and 
west into Ohio. Already on the 
list, to be augmented later, are 
145 college, 90 high school and 
22 professional games. 

Sixteen University of Pennsyl- 
vania, Princeton and Boston Col- 
lege games will be televised by 
Atlantic. Time has been cleared 
on WPTZ and WCAU-TV, Phila- 
delphia, and WNAC-TV, Boston. 
This football lineup—the 13th 
consecutive one for the oil firm— 
was placed through N. W. Ayer 
& Son. 


s Another Ayer television client, 
the American Tobacco Co., plans 
one of the most ambitious video 
pigskin schedules this fall. Lucky 
Strike already has contracted for 
25 outstanding university games. 
Many of them will be aired over 
the full NBC East Coast network 
of seven stations. Others will be 
telecast over WGN-TV, Chicago, 
and over WABD, DuMont’s New 
York station. 

The Supplee Refining Co.,, 
through Ayer, will pay the bill 
for the televising of seven Penn- 
Sylvania college games over 
WFIL-TV, Philadelphia. 

The R. J. Reynolds Tobacco Co., 
which will back the Cotton Bowl 
classic on Mutual on New Year’s 
lay, will sponsor an eight-game 
college schedule over WPIX, the 
Vew York News station. This 
‘tarts Sept. 25 with a Navy-Cali- 
fornia game and closes Nov. 
13 with an Army-Pennsylvania 
meet. William Esty & Co. is the 
agency. 

F & M Schaefer Brewing Co., 
through Batten, Barton, Durstine 
*& Osborn, will carry 14 games of 
the New York Giants’ over 
WMGM, New York. The brewer 
also will sponser telecasts over 
WIPX, and_ broadcasts’ over 
WMG\MM, of the New York Rangers 
hockey team. 


s Esso Standard Oil Co., through 
Marschalk & Pratt, will broadcast 
the entire schedule of the Univer- 
sity of Arkansas football eleven 
over 12 Arkansas stations. 

Other sponsors: Humble Oil & 
Refining Co., Southwest Confer- 
2nce over WBAP-TYV, Fort Worth; 
Local Chevrolet Dealers Associ- 
ation, through Campbell-Ewald 


Co., New York Yankees over 
WABD; Gunther Brewing Co., 
Baltimore Colts over WITH, Bal- 
timore; Old Gold (Lennen & Mit- 
chell) and Ford Motor Co. (J. 
Walter Thompson Co.) sharing 
the football Dodgers over WCBS- 
TV, New York. 

The U. S. Army Air Force Re- 
cruiting Service (Gardner Adver- 
tising Co.) will air the football 
game of the week over ABC this 
season. In addition, the Army will 
carry a 15-minute review of foot- 
ball highlights and scores Satur- 
days over Mutual. ABC-TV has 
cleared the rights to a 12-game 
professional schedule which is 
now being offered to clients. 
Standard Oil Co. of Indiana 
will sponsor the Chicago Bears 
professional games on a network 
of 12 stations in Illinois and Indi- 
ana, Iowa and Nebraska; will 
sponsor all home games of the 
Universities of Colorado, Iowa, 
Michigan, Minnesota, Nebraska 
and Wichita, and will sponsor a 
game of the week series over 


KMOX, St. Louis. 

Motorola-Chicago Co., distribu- 
tor of Motorola radios, will spon- 
sor home games of the Chicago 
Rockets of the All-America pro 
conference. 


Birch-Field Sues Airadio 


Charles A. Birch-Field, Hamden, 
Conn., inventor, claiming damages 
of $200,000, has filed suit in New 
Haven, Conn., superior court 
against Airadio, Inc., Stamford, 
Conn. Mr. Birch-Field charges the 
Stamford firm with adopting a 
name similar to the trademark 
name, Aeradio, registered by him 
in 1923. In addition to the damages 
asked, Mr. Birch-Field asks that 
Airadio be enjoined from using the 
trade name. 


WBAP-TV Debuts Sept. 29 


WBAP-TYV, Fort Worth, is sched- 
uled to begin telecasting commer- 
cially on Sept. 29. The station’s 
film laboratory already is in opera- 
tion. Humble Oil & Refining Co.’s 
commercials for football telecasts 
were shot there recently. 


Issues Accessory Manual 


67 


366 pages of information about 


Chek-Chart Corp., Chicago, has| establishing and maintaining tire, 
published its ninth edition of the} battery, accessory, parts and tune- 
“Chexall Accessory Manual,” with| up service for U. S. built cars. 


Furton & Orit Hear 


New York 16, N. 


This publication is the 


only one with enough 


editorial material to keep 
oilheating and fueloil 
jobbers, dealers, supply 


houses and manu- 


facturers abreast of this 


dynamic industry. 


OUR DISPLAY MATERIAL... 


where the proof is in the looking. 

Look into a representative cross-section of dealer stores. Analyze the displays in use. 
Deduce from them what the dealer's current preferences are. Then build your displays 
to satisfy those preferences. You'll come up with displays the dealers want and won't 
waste ... displays that are insured for USE. 


how can you insure 2ts USE instead of WASTE? 


OBVIOUSLY, THERE IS NO WAY TO GUARANTEE THAT DEALERS WILL 
EVER MAKE 100% USE OF YOUR INDOOR DISPLAY MATERIAL, BUT 
YOU CAN INSURE ITS USE BY THE GREAT MAJORITY. THE PREMIUM 
FOR THAT INSURANCE IS WORK . . . THE WORK OF KE#PING EVER 
ALERT TO CURRENT DEALER PREFERENCES . 
OF PLANNING AND EXECUTING YOUR MATERIAL ACCORDINGLY. 


. THEN THE WORK 


T takes more than guessing to know what display material today’s dealer will 
choose to use. ‘Can you, tied up at the office or busy in your plant, be sure that 

the display you want used will meet a dealet’s requirements? 
Will the size fit? Will its construction satisfy? Will it do what a display should do 
to serve his interests? 
When you can answer YES to all of these, then you have a display the dealer wants 

to use. But you can say that only when you've proved it to yourself. And this is a case 


McCandlish works with advertisers in two ways: 


1. We originate displays on request 
and carry them through from start to 
finish. 2. We work with advertisers 
and advertising agencies who have 


already developed their display 


ideas. We cooperate here with our 
experience and the ingenuity of our 
detail construction department, plus 
our special ability to give faithful 
re production. 


McCANDLISH LITHOGRAPH CORPORATION 


LITHOGRAPHERS OF POSTERS & ADVERTISING DISPLAYS 
ROBERTS AVENUE @ STOKLEY STREET * PHILADELPHIA 
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Your Digsel Advertising 
$8¢ ge further and yield 
breader support | te your 
Diesel sales program. when 


you use the ‘complete Diesel 


magazine DIESEL PROGRESS 


2 West 45th Street, New York 19, N.Y 


Magazine Paper 
Costs Up 300% 
Since ‘35-39 


(Continued from Page 1) 
the information of member pub- 
lishers of NAMP, not primarily 
for presentation to paper com- 
panies (AA, Aug. 30). 

There: is much in the report, 
however, which should provide 
thought for paper manufacturers. 
It shows the stability of the maga- 
zine business, and its increasing 
need for paper, now more than 
double the 1935-39 average. It 
shows that the ratio of paper 
makers’ profit (based on seven 
large paper companies’ reports) 


to sales has increased spectacu- 
larly from the 1935-39 average of 
less than 5% to 11.4%—and points 
out that, since paper companies 
now make nearly double maga- 
zine profits, they are in a position 
to consider the plight of maga- 
zines. 


s From this the magazine paper 
committee drew some drastic con- 
clusions: 

(1) Publishers are now “re- 
selling paper” at a dangerously 
low margin of profit, and they 
are meeting increasing resistance 
from advertisers and agencies— 
the American Association of Ad- 
vertising Agencies and the Associ- 
ation of National Advertisers have 
jointly protested rates while con- 
sumers are bucking against high 
copy prices, and magazine linage 
is declining; 

(2) “The very life of the maga- 


Advertising Age, September 20, 1 


zine business depends on the use 
of low-cost paper,” and the wide 
distribution of magazines—the 
3% billion bought each year by 
Americans—is only possible with 
mass circulation, low prices and 
high advertising volume. “Many 
magazines have already priced 
themselves into reduced paper 
usage in the future,” the report 
says grimly. 

The solutions for the publishers 
are three: downgrade their paper, 
use less in editorial sections, or 
go out of business. 

The committee told the NAMP 
it believes all paper manufac- 
turers should be informed of the 
relationship between the health 
of the two industries, and that 
factual information like this re- 
port should be collected semi- 
annually—with the results made 
known to publishers and to paper 
manufacturers. Paper manufac- 


@ New Ovleana 


OWNING AND OPERATING RADIO STATIONS WIPS AND WIPS FM 


newspapers 


With This 
Matchless, 
Quick-Action 


Combination 


TIMES-PICAYUNE 


Most Successful Selling Force 
in the South's Greatest Market 


NEW ORLEANS 
STATES 


Leading Afternoon Newspaper 


The shortest distance between your 
goods and consumers in the South's 
Greatest Market is The Times-Picayune- 
States combination—a morning-evening 
duo that really SELLS merchandise! 


180,900 homes* in New Orleans . . . 
combined city circulation of these great 


78,000 trade territory readers. 


*Sales Management Survey 1947 
**ABC Publishers’ Statement 
3 Months Ending March 31, 


totals 180,947,** plus 


1948 


TIMES:PICAYU NE and STATES 


¥% MORNING 


¥% SUNDAY 


%& EVENING 


© MEMBER ANA Network 


REPRESENTATIVES: JANN & KELLEY, INC. 
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How Magazine Costs 
Have Changed Since 193: 
(Based on billions of squar 

inches of pages printed) 


Percent Over 
19 Avwrege 
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NOT SO GOOD—The above chart holds picity d 
true as an average for 25 publishers of fer, St. 
89 magazines, according to the study of manage 
paper costs by the National Association France: 
of Magazine Publishers. yomen 
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turers, it developed, had relativel 
poor indices of the workings offman, a 
the magazine industry, and thefor, JN 
committee said the paper firmsKimbrc 
“should be supplied periodicallyHearts 
with up-to-date information about 
revenue, costs, and profits or 
losses in the magazine industry.” 
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a In addition, the committee re- 
commends that paper manufac- 
turers be asked to supply pertin- 
ent facts about cost of production 
and other data to help publishers 
in forecasting paper costs. Maga-f®5S ™ 
zines offer both advertisers and} ~— 
subscribers sizable periods of pro- rg 
tection, the report noted, and said?’ yg 
that “since paper cost is now morefi°™@! | 
than 25% of a publisher’s gross AMA. | 
revenue, more advance knowledge} He } 
of impending changes in paperf/ember 
cost is highly desirable.” policitor 
Besides Mr. Cole, other commit-f° SP“ 
tee members are R. E. Berlin, we J 
Hearst Magazines; O. J. Eldery ‘S°°° 
Macfadden Publications; Godfreyf'st#"t 

Hammond, Popular Science Pub- coe 
lishing; Roy E. Larsen, Time, Inc.;} *’, 

Curtis W. McGraw, McGraw-Hill; f*>ibit: 
E. T. Meredith, Meredith Pub-f°"ve™ 
lishing; Marvin Pierce, McCallf™t! 
Corp.; Ford Stewart, Christian 
Herald; and A. E. Winger, Crow- 
ell-Collier. 


‘Kaleidoscope’ Expects 
200 Ad Pages an Issue 


Arthur W. Collins, publisher of 
Kaleidoscope, New York, says he 
expects the publication to carry at 
least 200 advertising pages an is- 
sue in its first year. Kaleidoscope’s 
initial issue this month made a 
2onsiderable dent in the fashion}... 
world, carrying 400 pages over-all 
and 172 advertising pages to sup- 
port its “15 magazines in one.” 
This $2 a copy, $24 a year fash- 
ion trade publication now has 
14,000 paid subscribers. Starting 
in a few months, Mr. Collins ex- 
vects to add 10,000 to 15,000 a 
year. His “present potentiai” in}! 
oaid circulation is about 50,00.gM) 
Interest which consumers alreadygM: 
have shown in this publication 
may turn it ultimately into a con- 
sumer magazine. 


Illinois Liquor Fair 
Trade Act Held Invalid 


Circuit Judge Fisher signed in 
order last week declaring the | i- 
nois liquor mandatory fair trae 
act unconstitutional. The orc:r 
permits liquor dealers to fix th ir 
own prices. The act had set m: 
datory minimum prices. 

Judge Fisher said that there 
no provision in the law for an : 
peal. His ruling was given on 
appeal of Three Feathers, Inc. a 
Schenley Corp. subsidiary, to 4 
March 8 state liquor control co: 1- 
mission ruling suspending the i- 
cense of Three Feathers. 


McKay Named V.P. of Sales 
Howard S. McKay, forme:|y 


sales manager in the Los Ange °*s}” 
office of Foster & Kleiser, has be oJ {3 
named vice-president in charge »! 
sales of California Transit Adve'- 


tising, Inc., Los Angeles. 
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Ray Schaeffer, 67, 
omer Ad Manager 
»' Field’s, Dies 


‘aIcaGOo—G. Ray Schaeffer, 67, 


|former advertising manager of 


rshall Field & Co., died in St. 
uke’s hospital Sept. 15 after a 
ingering illness. 

Vir. Schaeffer began his business 
areer as a member of the staff of 
ssociated Press and later became 

vice-president of the Charles 
Daniel Frey Advertising Agency. 

e joined the advertising staff of 
ield’s in 1918 and was made ad- 
vertising manager in 1920. He re- 
ired in 1946. 

At Field’s, Mr. Schaeffer hired 
pnd trained such now successful 
people as Olin O. Stansbury, pub- 
icity director of Stix, Baer & Ful- 
er, St. Louis; Frances McFadden, 
anager editor of Harper’s Bazaar; 
rances Hooper, one of the first 
women to have her own agency; 


——_——Helen Wells, women’s editor, Chi- 


‘elativel 


ago Herald-American; Harry Rod- 


kings offman, art director of Lord & Tay- 
and thefor, New ‘York; and Emily 
er firmsKimbrough, co-author of “Our 


‘iodicallyHearts Were Young and Gay.” 
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ILL C. BRAUN 

Cuicaco — Will C. Braun, 80, 
business manager emeritus of the 
Journal of the American Medical 
Hssociation, died here Sept. 12 of 
hepatitis, a disease of the liver. 
Mr. Braun, who retired as busi- 
hess manager of the Journal Jan. 
, 1946, after 54 years of service, 
had also been business manager 
bf Hygeia and the nine profes- 
sional journals published by the 


ow more 

r’s gross AMA. ys 

owledge He joined the Journal in No- 
vember, 1891, as a subscription 


Nn paper 


commit- 
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solicitor. He later was promoted 
0 space salesman and in 1924, the 
kame year in which Dr. Morris 
Fishbein was promoted from as- 
kistant editer to editor, Mr. Braun 
became business manager. 

Mr. Braun served as director of 
exhibits of all the AMA’s annual 
conventions from the first in 1900 
until the last during his active 
service in 1944. 


HAROLD A. CARSON 

MILWAUKEE—Harold A. Carson, 
50, art director of Bert S. Gittins 
Advertising here, died at his home 
Sept. 2 after a heart attack. After 
study at the Chicago Academy of 
Fine Arts, Mr. Carson maintained 
studio here from 1936 to 1943, 
pecializing in layout and car- 
ooning. He joined Gittins five 
ears ago as art director. 


Cuicaco — Magnus Mypyres, 58, 
special advertising representative 
for the Chicago Daily News, died 
of virus pneumonia complicated 
by a heart ailment Sept. 11 in 
Michael Reese hospital. Mr. 
Myres, who had been associated 
with the News for 14 years, was 
formerly a manufacturer of wo- 
men’s wear. 


ELMER A. DECKER 


DALLAS—Elmer A. Decker, 53, 
president of the Pan-American 
Sign Co., died Sept. 13 at his home. 
In 1922 he organized the Diamond 
Steel Highway Sign Co., which op- 
erated in 40 states. He retired in 
1941, but returned to the business 
feild in 1946 when he accepted 
the presidency of Pan-American. 


Ofers Christmas Art Work 


Harry Volk Jr., Advertising, 
A lantic City, has published “The 
Cip Book of Christmas Art,” a 
new holiday illustration’ service 
ccataining more than 700 individ- 


y}l clippings suitable for offset 
3} >: ste-up or conversion to engrav- 


ings. All art is in line and includes 


ff Scntas, shoppers, cherubs, trees, 


holly, poinsettias, toys, borders, 
hend-lettering and typography. 


Last Minute News Flashes 


Brazil Nut Campaign Set for Magazines 
New YorK—Brazil Nut Association begins a campaign Oct. 20 in 


Good Housekeeping, Ladies’ 


Home Journal, 


Life, McCall’s and 


Woman’s Home Companion. Additional ads will appear in 21 news- 
papers just before Thanksgiving. The agency is Charles W. Hoyt, Inc., 


New York. 


G-E to Use 73 Papers for Washers 

Bripcerort, Conn.—The appliance and merchandise department of 
General Electric Co. will launch a campaign for the G-E All-Auto- 
matic washing machine Sept. 26 in 73 newspapers throughout the 
country. Young & Rubicam, New York, is the agency. 


Tappan to Use Magazines, Farm Papers 

MANSFIELD, O.—Tappan Stove Co. launches a fall campaign the 
end of this month with ads in Better Homes & Gardens, Country 
Gentleman, Ladies’ Home Journal, Successful Farming, Progressive 
Farmer, The Saturday Evening Post and Woman’s Home Companion. 
The agency is Griswold-Eshleman Co., Cleveland. 


Fashion Foundations Using 16 Newspapers 

New YorK—Fashion Foundations Corp. will follow up its page ads 
for Control-ette girdles in the September issue of Good Housekeeping 
with ads in 16 newspapers throughout the country. The agency is 


Roy S. Durstine, Inc., New York. 


First Army Plans Campaign for October 

New Yorxk—The First Army will launch a campaign during the 
first week in October using participation and breakfast programs on 
40 radio stations and 65 newspapers in its nine-state area. The agency 


is A. W. Lewin Co. 


Warner to Manage McGraw International 

New York—Eugene F. Warner, managing director of McGraw-Hill 
Publishing Co. Ltd., London, has been named vice-president and 
general manager of McGraw-Hill International Corp. He was formerly 
a Time and Fortune associate editor, worked with OSS during the 
war, and joined TWA as international publicity director in 1945. 
He will have headquarters in New York. 


Kraft Foods Names Sandberg Ad Chief 
Cuicaco—John V. Sandberg, since 1946 assistant director of adver- 
tising, has been appointed advertising and sales promotion manager 


of Kraft Foods Co., in charge of 


all product advertising and sales 


promotion. W. G. Shanks and Allen A. Wright will serve as assistant 
advertising managers, and Redmond P. Hogan has been advanced to 
assistant sales promotion manager. 


Up-to-Date Patterns 
Needed for Canadian 
Posters, Group Told 


HUNTSVILLE, ONT.—Art work and 
design in Canadian posters today 
need much improved standards, 
Clair Stewart, art director of 
Rolph-Clark-Stone Ltd., Toronto, 
declared before the 45th annual 
convention of the Poster Advertis- 
ing Association of Canada. 

Far too many poster designs in 
the dominion, he said, conform to 
old patterns that have lost their 
audience appeal. Many of them 
have no individuality and are do- 
ing more for the industry at large 
than they are for the particular 
advertiser whose products they 
promote. Continuity of theme is a 
further need, he added, not by a 
repetition of the same material 
from year to year but by an intel- 
ligent continuity over a lengthy 
period. 

Mr. Stewart demonstrated by 
use of a chart how the production 
cost of a poster may be kept down 
by proper placement of copy so as 
to keep at a minimum the number 
of printings required for each 
sheet. 


we Frank T. Sherk, advertising 
manager, H. J. Heinz Co. Ltd., 
Toronto, told the group that his 
company is using outdoor advertis- 
ing every month throughout the 
year, covering a circulation equiv- 
alent each week to Canada’s popu- 
lation. 

Victor H. Pelz, managing direc- 
tor of the Traffic Audit Bureau, 
New York, discussing plans for re- 
establishment of services inter- 
rupted by the war, told the group 
that another survey similar to the 
Fort Wayne, Ind., coverage study 
of 1946 will be made soon. Actual 
data should be available for use 
by the spring or summer of 1949, 
he said. 

W. T. Sutton, president, E. L. 
Ruddy Co. Ltd., Toronto, was 
elected honorary president of the 
association for the coming year, 


and W. H. Williamson, a director 


ot the same firm, was named presi- 
dent of the group. Other officers 
elected include: Vice-presidents, 
H. D. Cleveland, Seaboard Adver- 
tising Co., Vancouver, and R. J. 
Miller, Miller’s Posting Service, 
Orillia, Ont.; honorary secretary- 
treasurer, W. G. White, C. E. Mar- 
ley Ltd., London, Ont.; and secre- 
tary-treasurer, A. J. Tilton. 


Canadian Ace Beer 
Slapped with FTC 
Suit for $735,000 


Cuicaco—FTC last week filed 
suit for $735,000, by far the larg- 
est in its 26-year history, against 
Canadian Ace Brewing Co. here 
for alleged violation of an FTC 
order issued in April, 1946. The 
order required use of ‘Made in 
U. S. A.” in all advertising. 

The violation occurred, the suit 
charges, in jingles aired over sta- 
tions in Columbus, Ga., Pittsburgh 
and Chicago, and asks $5,000 for 
each of 147 times the commercial 
was aired without a tag line say- 
ing that Canadian Ace beer is 
U. S. brewed. 

The company will deny the 
charge and meanwhile continue 
its ad program without change. 

The original FTC order (writ- 
ten by Commissioner Lowell 
Mason) was by 3-2 decision per- 
mitting the firm to use the Cana- 
dian Ace brand name but requir- 
ing clear statement as to the 
U. S. brewing. 

The largest previous’ suit of 
record filed by the FTC was for 
$17,500. 


S. Texas Group Advertises 

The South Texas Baseball Spring 
Training Committee is running a 
series of full-page ads in the Sport- 
ing News to promote south Texas 
as an area for baseball clubs to 
hold spring training. Frank D. 
Quinn, Austin, handles the adver- 
tising. 


McCulloch Joins Sines 

David McCulloch, free lance 
artist, has joined Raymond L. Sines 
& Associates, San Francisco agency. 


Pollers Condemn 
Use of Polling 
As Foot-in-Door 


(Continued from Page 1) 

After a panel discussion on the 
code of practices (AA, May 24) on 
Monday, the committee on stand- 
ards announced on Tuesday at the 
annual AAPOR business meeting 
that “with this action the way will 
be paved for the development and 
detailed standards of performance 
in the various aspects of public 
opinion research.” 

The group responsible for the 
formulation of the proposed code 
includes Archibald M. Crossley, 
Crossley, Inc.; Frank R. Coutant, 
Fact Finders Associates, Inc.; Per- 
cival White, Market Research Co. 
of America; Alfred Politz, Alfred 
Politz Research, Inc.; Robert Wil- 
liams, Elmo Roper, and Arthur B. 
Dougall, Stewart Dougall & Asso- 
ciates. 


= At the same time, the standards 
committee also urged that consid- 
eration be given to the develop- 
ment of standards in the follow- 
ing areas of operation: 

(1) The design and pre-testing 
of schedules; 

(2) The design of samples, 
methods of estimation, and meas- 
ures of precision; 

(3) The evaluation of validity 
of response; 

(4) The organization and super- 
vision of field and office operations; 

(5) The analysis, interpretation 
and presentation of results. 

The committee also took action 
on the problems created by the use 
of the survey as a sales device in 
door-to-door selling and studied 
the abuses of survey operations as 
reported to the National Better 
Business Bureau. 

A resolution condemning the use 
of survey interviewing as a selling 
device (using the polling technique 
as an introduction to selling goods) 
was adopted by the association, 
which holds this practice to be a 
serious threat to the continued co- 
operation of the public in legiti- 
mate marketing and public opinion 
research. 


ws The association instructed the 
standards committee to keep abreast 
of developments in this area, to 
cooperate with the National Better 
Business Bureau and to call the 
need for corrective action to the 
attention of the association mem- 
bers when necessary. 

The standards committee chair- 
man is Philip Hauser, Bureau of 
the Census. Committee members 
are Leland De Vinney, Rockefeller 
Foundation; Frederick E. Stephan 
Princeton University; Robert Wil- 
liams, Elmo Roper, and Percival 
White, Market Research Co. of 
America. 

The Public Opinion Quarterly 
published by the Princeton Uni- 
versity Press, was approved as the 
official journal of AAPOR at the 
business meeting presided over by 
Clyde Hart, president of AAPOR 
and director of the National Opin- 
ion Research Center of the Uni- 
versity of Chicago. 


® Elmo Wilson, president of Inter- 
national Public Opinion Research 
and former director of research for 
the Columbia Broadcasting Sys- 
tem, was elected president for 1949 
of AAPOR at the association’s bus- 
iness meeting. 

Other officers for 1949 are: Vice- 
president, Dr. Herbert Hyman, re- 
search associate of the Research 
Center of the University of Chi- 
cago; council member, Mr. Cross- 
ley; Samuel Stauffer, director of 
the Social Relations Laboratory of 
Harvard University, standards com- 
mittee chairrnan; John Riley, pro- 


fessor of sociology, Rutgers Uni- 
versity, conference committee 
chairman; Cornelius Du Bois, head 
of the New York research firm 
bearing his name, nominations 
committee chairman. 


POLLING AS PR AID 
ANALYZED BY AAPOR 


EaGLtes Mere, Pa.—Faster, sim- 
pler and cheaper means of meas- 
uring public opinion, and getting 
it oftener, were urged by Fred- 
erick Palmer, Earl Newsom & Co., 
New York, last week in an 
AAPOR round table discussion on 
“Opinion Research as an Aid to 
Public Relations Practice.” 

Albert Freiburg of the Psycho- 
logical Corp. was chairman of 
the session. Participants were Mr. 
Palmer, Carolyn Crusius of the 
Elmo Roper organization and 
Le Baron Foster, assistant to the 
president of the Opinion Research 
Corp. and editor of the Public 
Opinion Index. 

Suggesting ways in which pub- 
lic opinion research could aid 
public relations, Mr. Palmer said, 
“We should be able to measure 
very quickly, and cost should be 
low enough so it is not an obstacle 
to frequent use.” 

“We would like to see more 
continuing series so we can study 
public opinion in motion,” he said, 
explaining that not enough of 
the questions asked in surveys are 
used more than once. 


ws Speaking on the need for great- 
er frequency of public opinion 
surveys, Mr. Palmer said it would 
be a great help to public relations 
people if the link audit could be 
made available on a quarterly 
basis instead of semi-annually. 
Mr. Palmer suggested to public ~ 
opinion leaders attending this 
conference the establishment of a 
central agency or pool, supported 
by leading research organizations, 
public relations firms and large 
companies, which would be de- 
voted to “pure research.” He sug- 
gested that this agency carry on 
surveys beyond the point which 
clients’ budgets allow. “We wouid 
also like to see more research 
continued on what causes 
opinions,” he concluded. 

Answering Mr. Palmer’s chal- 
lenge, with emphasis on his last 
suggestion, Carolyn Crusius said 
she believes the most important 
problem for public opinion organ- 
izations is the need for more 
“research into research,” and bet- 
ter appraisals of meanings of re- 
sults. 

Miss Crusius cited a few exam- 
ples of different results in polls 
on the same subject where various 
polling techniques were used. 
She emphasized the great need of 
getting what people mean when 
they say they like or dislike a 
company, form of government, 
etc. 


Agency Formed to Handle 
Blackiston Accounts 


MecNevin-Wilson-Dalldorf, Inc., 
has been formed in New York, 
taking over the accounts formerly 
handled by the G. P. Blackiston 
organization. Mr. Blackiston has 
been forced to give up the ac- 
counts because of ill health. 

Principals of the agency are 
John J. McNevin, president, John 
Wilson, secretary, and Charles J. 
Dalldorf, vice-president and art 
director. E. Ryan will be in charge 
of the office which is located at 
55 W. 42nd St. 


Representatives Elect 


Frank H. Carpenter, of Jann & 
Kelley, has been elected president 
of the Newspaper Representatives 
Association of Chicago. Other offi- 
cers are: E. M. Roscher, western 
manager, St. Louis Post-Dispatch, 
vice-president; John E. Rohde, 
Reynolds-Fitzgerald, secretary and 
assistant treasurer, and F. F. Par- 


sons. Ward-Griffith Co., treasurer. 
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Sears Spent Record 
$19,134,400 in 1947 
for Newspaper Space 


Cuicaco—Sears, Roebuck & Co. 
last week announced a record ex- 
penditure of $19,134,400 for news- 
paper white space in 1947. 

The figure was Sears’ second 
consecutive yearly record and was 
27% higher than the previous 
year’s high of $15,069,000. The 
1947 expenditure, made through 
Sears’ retail stores, was spread 
among 1,099 daily and weekly 


newspapers in all states except 
Wyoming, where the company has 
no retail outlets. Sears purchased 
an estimated 199,009,000 lines of 
space, a 25.7% annual increase. 

T. V. Houser, merchandising 
vice-president, said that the news- 
paper expenditure represented 
80.8% of the total retail adver- 
tising budget of $23,653,600, a 
percentage little changed from 
those of the past several years. Of 
the complete total, $798,700, or 
3.4%, was spent for local radio; 
$1,904,700, or 8.1% for circulars; 
and $1,815,700 for miscellaneous 


media such as fashion shows, out-| - 


door and movie trailers. 


Stronach Joins ABC 

Alexander Stronach Jr., form- 
erly an executive in the radio and 
television department of the Wil- 
liam Morris Agency, New York, 
has been appointed eastern tele- 
vision program manager of Ameri- 


can Broadcasting Co., New York. 
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NEWS—Arden Farms, Los Angeles, used 

this full page in its first advertising of 

the new Diced Cream, individual package 

of ice cream. Foote, Cone & Belding is 
the agency. 


Arden Launches 
‘Diced Cream’ 
on West Coast 


Los ANGELES—“Diced Cream,” 
claimed to be “the biggest ice 
cream news in 50 years,” is now 
being introduced in this market 
by Arden Farms with an adver- 
tising campaign soon to hit other 
cities on the West Coast. 

Full and three-quarter pages 
are being used in the Los Angeles 
Examiner, Herald-Express, News 
and Times. There will be one in- 
sertion a week which will alter- 
nate each week between the two 
morning and two evening papers. 

The campaign follows tests 
made over the past 15 months 
in outlying southern California 
areas. During this period the 
product has been introduced suc- 
cessfully in Long Beach, Pomona, 
Santa Ana, San Bernardino, and 
Ventura. Launching of the diced 
cream has been accomplished 
through demonstrations, and with 
and without advertising. The cur- 
rent program represents the first 
approach to a metropolitan mar- 
ket and will utilize what have 
been found to be the most effect- 
ive methods during the test peri- 
od. 

Diced Cream consists of indi- 
vidual cartons of approximately 
one-fourth pint each. Copy claims 
include that it “will end irregular 
servings, uncertain quality and 
waste,” is “quick and easy to 
serve,” and has “complete flavor 
selection ... every member of the 
family able to enjoy his own fav- 
orite flavor at home.” It is for 
both home and fountain use. 
wD mo 
ws Conceived by the company’s 
president, S. M. Berch, Arden has 
invented and patented, and is it- 
self making the special machinery 
required for the packaging. This 
has limited productive capacity, 
which is still not adequate for the 
potential of the Los Angeles mar- 
ket. 

According to Hugh Presley, 
sales manager, the opening objec- 
tive of the current advertising is 
to add dealers to their present 
pilot accounts, and to create in- 
terest in demonstrations. Produc- 
tion is being expanded rapidly 
and in the near future it is planned 
to introduce the product in other 
West Coast cities. 

Ultimately, national distribu- 
tion is planned. Whether this will 
be through franchise arrange- 
ments or the establishment of 
their own plants has not been de- 
cided. 

Foote, Cone & Belding is the 


agency, 


Baker's 4 in 1 Mix 
Moves into Chicago 


New YorK—General Foods 
Corp. said last week that a new 
product, Baker’s 4 in 1 sweet 
cocoa mix, is being introduced in 
the Chicago area including Mil- 
waukee, Davenport, Hammond, 
Rockford, Peoria and other cities. 

The new product can be adapt- 
ed in several ways: for cocoa, 
milk shakes, frosting, fudge and 
chocolate sauce. It is the result 
of “more than a dozen” years of 
research, and will be merchan- 
dised not only for day-by-day use, 
but as an essential item for the 
emergency shelf. Promotion for 
the new product will include 
radio programs and _ selective 
(spot) radio, newspaper advertis- 
ing and advertisements in food 
business papers. 

Benton & Bowles is the agency. 


GENERAL FOODS MOVES 


Advertising Age, September 20, 1649 
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Aluminum Co. Names Jones 

S. P. Jones has been appointed 
manager of the Windsor sales of- 
fice of Aluminum Co. of Canada. 
He has been with the company 
since 1938. 


RICE INTO N. Y. Wal 
New Yorx—General Foods the pa 
Corp. will move a new product, publication ee 
minute rice, into the New York S 
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Herald-American’ 
Snnounces Five Ad 
taff Promotions 


Cuicaco—The Chicago Herald- 
American has announced five ma- 


fact sh .efic’ Promotions on its advertising 
es of «hestaff, all of them in line with new 


mailed to 
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le agelicy. 
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publisher Worth C. Coutney’s poli- 
cy of filling vacancies and making 
new appointments from among the 
personnel of the Hearst Publish- 
ing Co.’s own Chicago division. 
Herbert Craig, since 1946 west- 
ern advertising manager for Hearst 


Saturday Home Publications, has 


of Roth@been named assistant to P. J. Mor- 


ipley, 0., 


rison, advertising director of the 


rch shoes§Herald-American. Mr. Craig, who 
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has been a member of the Hearst 
organization since 1920, got his 
start with the old Herald & Ex- 
aminer’s research and marketing 
department and later was trans- 
ferred to Hearst Advertising Serv- 
ice. 

Walter L. Amann, manager of 

the paper’s amusement advertising 
department since March, 1941, has 
been promoted to retail advertising 
manager. He had moved over to 
the amusement advertising sales 
staff after joining the Evening 
American’s merchandising service 
department in 1926. . 
s William F. Carroll, with the 
Hearst organization since 1917, has 
been advanced from assistant to 
amusement advertising manager; 
Lewis M. Abrahms, who joined 
the company in 1923 and has rep- 
resented the Herald-American’s 
retail chain and department store 
accounts, becomes assistant retail 
advertising manager; and Robert 
Ward, who joined the Hearst en- 
terprises in 1935, is being trans- 
ferred from Hearst Advertising 
Service here to the Herald-Ameri- 
can’s retail staff. 
The promotions came only a 
week after Mr. Coutney had taken 
over officially as publisher. The 
board of directors also named the 
51-year-old executive as vice-pres- 
ident of Hearst Consolidated Pub- 
lications, Inc., and Hearst Publish- 
ing Co. Mr. Coutney, who succeeds 
the late Thomas J. White, had 
joined the Herald-American in 
February, 1945, and served as its 
business manager. 

His early experience is in line 
with his policy of finding the most 
likely executives right in the of- 
fice, for Mr. Coutney launched his 
career with the old Toledo News- 
Bee and moved from clerk to cash- 
ier, office manager, classified and 
retail advertising salesman, nation- 
al ad manager and advertising di- 
rector. He served as_ business 
manager from 1934 until 1938, 
when the Scripps-Howard paper 
was purchased by the Toledo Blade. 
Scripps-Howard transferred him 
to Cleveland as business manager 
of the Press, where he remained 
until June, 1943, when he returned 


| 
i 
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to Toledo as general manager of 
the Blade. 


Promotes Electric Kettle 


General Steei Wares Ltd., Toron- 
to, will launch a campaign to in- 
troduce a new GSW electric kettle, 
promoted as an ideal gift.. Adver- 
tsing will appear in trade publi- 
citions, national magazines and 
trough cooperative newspaper ad- 
\ertising, and a brochure is going 
cut to gift and jewelry outlets 
across Canada. The Toronto office 
0! Cockfield, Brown & Co. handles 
tie account. 


New Type Display Clip Bows 

Magnetic Merchandising, Inc., 
!ew York, has developed a mag- 
tetic display clip, called Maggie, 
Vhich holds identification cards, 
troduct feature cards and price 
(ards on merchandise made of 
Seel or packaged in tin or steel 
Containers. The card is placed in 
tie clip and the permanent magnet 
holds it anywhere on the product. 
The clips are available at $3.95 per 
box of 24. ; 


Kalech Names Ad Manager; 
Three to Sales Posts 


Albon W. Holden, former Chi- 
cago newspaper writer and public 
relations counsel, has been named 
director of advertising of Phil Ka- 
lech Sales Corp., Chicago, which is 
introducing Korvo treatment, a 
new scalp and hair product. George 
Atkin, formerly sales manager of 
F. W. Fitch Co., has been appoint- 
ed east central sales manager, with 
headquarters in Cleveland, and 
Hugh Smith, formerly with Pepso- 
dent, has been named mid-Atlantic 
regional manager, making his head- 
quarters in Philadelphia. J. L. 
Spiegleman, formerly with Mel H. 
Jacobs Co., will supervise the cen- 
tral region, with headquarters in 
Chicago. 


Thompson Joins Cullen 


Bruce E. Thompson, formerly in 
the advertising department of the 
Cleveland Shopping News, has 
joined the Cleveland office of John 
W. Cullen Co., publishers’ repre- 
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Minute Maid Signs 
Bing as Director 
and Air Salesman 


New YorK—Bing Crosby will 
transcribe a 15-minute daily pro- 
gram for Minute Maid, concen- 
trated quick frozen orange juice, 
starting this fall. Mr. Crosby, who 
has the permission of his night- 
time sponsor, Philco, for his new 
radio venture, recently was 
named a director of Vacuum 
Foods Corp., processor of the 
frozen orange juice. 

Bing will chat on any subject 
that pleases him, sing a few songs 
and perhaps invite guests to the 
mike on the show. Doherty, Clif- 
ford & Shenfield is the agency for 
the program, which will be pre- 
sented originally in a few major 
markets. New York, Boston, Phil- 
adelphia, Pittsburgh, and perhaps 
Detroit and Chicago stations will 


be on the list. 

Minute Maid, a product less than 
a year old, is available in most 
markets east of the Mississippi and 
in some western cities. 


Reinhold Appoints Two 


B. Franklyn LaRue, formerly 
advertising director of American 
Handicraft Co., and H. Victor 
Drumm, formerly with General 
Cable Co., have joined Reinhold 
Publishing Corp., New York, as 
sales representatives for the five 
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Broadcasts 18 Hours Daily 


KRNT-FM, Des Moines Register 
and Tribune station, has gone on 
a regular schedule of 18 hours a 
day, duplicating its standard sta- 
tion’s programs from 6 a. m. to 
midnight. 


Copy That SELLS! 


Don't fall for ad men 
who say results must be 
slow, gradual. Copy is 
good only if it sells ... 
and fast! 


Box 7155, Advertising Age 


American Chemical Society pub- 


lications. 


100 E. Ohio St., Chicago 11, Hil. 
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B ACCURATE COMPOSITION SERVICE, INC 


Ph. HAR 9634 542 S Dearborn St. Chieag 


Stabs 


Latest published reports of ABC (for March 31, 1948), 
again give the Salt Lake Tribune-Telegram a 3 to 1 domi- 
nance in the Intermountain Empire. This continuous 
growth has been accomplished solely by reader accept- 
ance. 


More Than 


Stl 


In City Zone 


The Salt Lake Tribune - Telegram is 


Tribune-Telegram (Daily) - - 
Other S. L. Newspaper (Daily) 


58,145 
17,557 


Nearly 


Tribune-Telegram (Daily)  - 
Other S. L. Newspaper (Daily) 


In Retail Trading Zone 


85,130 
30,168 


Nearly 


Tribune-Telegram (Daily)  - 
Other S. L. Newspaper (Daily) — - 


In 4-State Intermountain Market 


- 123,223 


45,643 


(ABC Report, March 31, 1948) 


THE INTERMOUNTAIN MARKET'S 
MOST ECONOMICAL ADVERTISING BUY! 


Che Salt Lake 
Crilume - Celegram 


Nationally Represented by O’Mara & Ormsbee, Inc. 
a and Metropolitan Sunday Newspapers, Inc. 


cAI Saat ie ary 


QUICK FACTS” 


about the 


"Million Market” 


ee ee Soe ot eh cer 
i i pendent of a other 
— «d centers. The Inter- 
mountain Empire is a 4-state uni- 
fied market, including all of Utah, 
21 counties in southeastern idaho, 
4 counties in western Wyoming and 
4 counties in eastern Nevada. 


Salt Lake City zone population — 
215,000; city and trading zone — 
406,000; wholesaling area and 
Zone of Influence of the Salt Lake 
Tribune-Telegram — more than 
1,000,000. Population increases 
since 1940 census in the 3 areas are 
20%, 10% and 11% respectively. 


WEALTH 


A diversified economy assures con- 
tinued and soundly based growth. 
Four major sources of wealth: (1) 
Mining — world’s greatest non-fer- 
rous smelter center; (2) Agriculture 
and livestock — providing never- 
ending revenue cycle; (3) Manufac- 
turing — U. S. Steel Corp.’s new 
Geneva plant ushers in new indus- 
trial era; (4) Tourist Trade — more 
than 212 million visitors annually. 


The Salt Lake Tribune - Telegram’s 
"Million Market’ coincides almost 
identically with the wholesale trade 
area of Salt Lake City’s distributors 
and jobbers. Advertising placed in 
the Salt Lake Tribune-Telegram 
gives your Salt Lake area represent- 
atives complete coverage of their 


HOW TO REACH 


This 4-state Salt Lake “Million Mar- 
ket’ is dominantly served by the 
Salt Lake Tribune-Telegram, a truly 
regional newspaper with a home- 
delivered family coverage three 
times greater than the other Salt 
lake newspaper. 
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take t 
@ This multi-million-dollar building, the most modern newspaper plant ae 
in America, houses The Mirror. Its mechanical facilities are unsur- I 
passed; its office layout, a newspaperman’s dream. | 4 <a 
j ix 
But a newspaper is more than mechanical equipment and offices. It is interes 
people—the people who produce it. Those who will produce The Mirror “= 
are already at work, shaping for this new kind of newspaper the unique, “Pie 
dynamic character which will make it a “must” for advertisers as well 4 .' 
ahead fell.” 
as readers. Wit 
O’Mara & Ormsbee, Inc., have been appointed national sales repre- a 
sentatives of The Mirror. They will be happy to give you a full picture Represented by O’MARA & ORMSBEE, INC. Brewi 
of the running start . . . the quick acceleration . . . the sales-creating New York - Chicago - Detroit - San Francisco ‘ Lp 
momentum of ihis new newspaper in America’s third-largest market area. been t 
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